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NEXT MONTH 


HE interviews with successful sales- 

men which have appeared in recent 
issues have attracted a great deal of favor- 
able comment and our policy will be to 
continue these month by month. In the 
present issue we present the views of J. J. 
Portley of New York, one of the best 
known merchandising specialists in the in- 
dustry. His suggestions are of the practi- 
cal kind that every salesman can take to 
heart. 


+ k + 


HE April article by Mr. Underwood 

is entitled, “The Double Play in the 
Lighting Game,” and shows in a tangible 
way, how the jobber’s salesman can work 
with the contractor-dealer to advantage. 
Salesmen who sell lighting equipment will 
find this article the most helpful that has 
appeared in a long time. 


+ + + 


PECIAL effort is being made to secure 

actual accounts of sales made under 
unusual conditions, especially experiences 
of salesmen in holding orders that have 
been cancelled. An exceptional collection 
of such stories from fighting salesmen will 
be published-in April. If you have had an 
experience that would benefit your fellow 
workers, send it in. 


+t F F 


HE happenings at the divisional meet- 

ings of the Electrical Supply Jobbers’ 
Association which were held in New York 
and Chicago on March 15 will be summar- 
ized in the next issue. Many papers of 
timely interest were presented which will 
be of interest to all engaged in the jobbing 
business. 


* f + 


7... miss the April number. If 
you are not a regular subscriber 
send in your order beginning your sub- 
scription with Apri 


Copyright, 1921, by the Electrical Trade Publishing Company 





ELECTRICAL TRADE PUBLISHING COMPANY - - 


1018 South Wabash Avenue, Chicago 


HOWARD EHRLICH, President; CHAS. W. FORBRICH, Vice Pres.-Treas.; FRANK A. MERKEL, Sec.-Gen. Mgr. 


Subscription Price: United States $1.00 





"pO IT ELECTRICALLY” 


Canada $2.00 
Publishers also of the E M F ELECTRICAL YEAR BOOK (In Preparation) 


NEW YORK: 116 Nassau St., Telephone Beekman 2174 
Henry W. Young, Manager 


Foreign $3.00 




































THE JoBBER’S fA)SALESMAN 














Get Your Dealers to Talk 
Up Your Merchandise 


You can act as a stimulator. Tell them 
to play up the convenience, comfort, pleasure 
in using electrical products. 


Show them how to take Mrs. Jones to the 
side of the counter, put the C-H Seventy-Fifty 
Switch (attached to one of the cords), in her 
hand. Her fingers will at once begin to press 
the buttons. If you have a circuit available let 
her see how the press of the light button is 
followed by the pretty glow of the toaster re- 
sistor. 


They'll not only sell C-H Seventy-Fifty 
Switches but other merchandise as well, if they 
work a little harder on each customer. 


And you do the same, give them a sample 
of good selling methods by playing up your 
own lines. Get the orders, whether small or 
large—but get them. 


Check up the 70-50 Switches in the new 
metal display cabinets, keep these filled and 
you can count on a certain number of orders 
on this item alone on every trip. 


THE CUTLER-HAMMER MFG. CO. 


Milwaukee 
BRANCH OFFICES: Principal Cities 





Left Over Lot of Irons Cleaned Out inaWeek 


An eastern dealer had 24 irons of a certain make that 





did not move. Someone suggested that he place C-H 70-50 
Switches on them—display them and call attention to the 





switches. The irons were sold out. 
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Tried and Found Good 


Sales Suggestions That Have Passed Muster 





By J. J. PORTLEY 


Manager, Household Appliance Sales, Western Electric Co. 


REPORTED BY T. F. CHANTLER 


for him to be doing. A busy man he is, with third attempt, to my knowledge, to make a success of the 
many demands upon his time. Yet there he was, feeding business in that very location. A school child 


i { E. was engaged in what appeared as an odd thing on the fringe of a residential district—and this is the 





rooted to the sidewalk, unmindful of the fleeting should be capable of recognizing the hopelessness of such 


moments, lost in con- 
templation of the 
sheriff - sale sign that 
dominated the tiny win- 
dow of a little basement 
restaurant. 

“What's the big 
idea?” I asked. “Grown 
tired of the electric 
field? You'd look fine, 
crowded into that win- 
dow —tossing flap- 
jacks.” 

“Lord, no!” he said, 
coming out of his 
trance. “It’s getting so, 
though, that when I see 
something like that,” 
pointing to the sign, “I 
just long to drop every- 
thing else and start 
some kind of a move- 
ment to make business 
safe for damphools. 
Think of it! A side 
street and sparsely 
traveled to boot; two 
hundred feet and more 
from the thoroughfare; 





Joun J. Portiey 








an undertaking. Yet 
three men in succession, 
who presume themselves 
business men, must have 
a costly experience be- 
fore they can recognize 
that evident fact.”’ 

“All the more rea- 
son,’ I said, “for you 
to be glad you're in the 
electrical business.”’ 

“All the more reason 

fiddlesticks |’ he coun- 
tered. “We have our 
share of misfits in the 
electrical field, too, and 
don’t you forget it. 
Fortunately, though, 
many men are awake to 
the need and _ striving 
to apply the remedy. 
Go round to the West- 
ern Electric Company 
and see John Portley, 
if you want some con- 
structive ideas on this 
subject. He and I were 
talking of these very 


things only yesterday. 
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Tell him it’s for the good of the industry and in line 
with what his organization is working for, and I think 
you'll find him willing to co-operate.” 


All, however, was not plain sailing when it came to 
having Mr. Portley express his views. Similar requests 
by other publications had been declined, he said, and no 


“Just think of it! Electricity and electrical service is 
the most important single factor in the prosperity, com- 
fort and wellbeing of our people today. But the appli- 
ances needed in making use of that service seldom are 
procurable on the principal shopping streets. 

“As a jobber’s salesman I feel that I’m in a measure 
to blame for that deplorable state of affairs. I’m sure, 


good reason was apparent for 
making an exception in favor 
of Tue Jopper’s SALESMAN. 
But there was a reason and we 
hastened to point it out. 

The co-operative spirit of 
the Western Electric, of its 
organization, is a byword. And 
he could not well do less, we 
told him, than to prove his rule 
by making an exception in 
favor of his own blood brothers 
in business, so to say—the elec- 
trical jobbers’ salesmen. So 
here are the views of a very 
able jobber’s salesman as ex- 
pressed exclusively for the con- 
sideration of other jobbers’ 
salesmen. 

“In the very beginning,” he 
said, “I want it made clear to 





Gems 


One dealer who conducts his 
business along merchandising lines 
is worth many mere storekeepers. 
Such a dealer has the right to ex- 
pect that the jobber who supplies 
him will afford protection by not 
selling to nearby “storekeepers.” 

Goods sold on the basis of qual- 
ity and service stay sold and build 
business. The man who sells on 
the basis of price and discounts is 
a peddler, not a salesman. 

Co-operation, not competition, is 
the life of trade. There’s more 
profit to be made through helping 
a worthy dealer do a maximum 
business, than in seeking new ac- 
counts on a cut-throat basis. 

No jobber’s salesman can suc- 
cessfully sell his goods on a regu- 
lar basis of price and terms who 
knows that, as a last resort, he can 
leave them on a consignment basis. 

The way to becoming a big fig- 


too, that all my fellow jobbers’ 
salesmen must make that same 
admission, if they are honest 
with themselves. And _ it’s 
about ways to better this con- 
dition that I wish to speak. 
“Now it should be evident 
to all that the art of merchan- 
dising is rapidly taking on the 
aspects and characteristics of a 
profession, just like law, medi- 
cine, engineering. Things 
about merchandising that were 
guessed at only a few short 
years ago are today reduced, in 
many instances, to definite 
rules and formulas. Advertis- 
ing, salesmanship, demonstra- 
tions, window displays, counter 
arrangement, the psychology of 
color and lighting—those and 








your readers that I’m express- 


thinks. The policy and aims 





: ure in the electrical industry 1s 
ing only what John Portley open—act big, think big. 


many other such are today 
made use of with an assurance 
and understanding of effects 








of the Western Electric Com- 
pany are matters of record and need no explaining. Suf- 
ficient to say in that connection that we are bending 
every effort to live up to our business creed. 

“You've prevailed upon me to say something out of 
my own experience that I think will be helpful to the 
other fellow—to the electrical jobbers’ salesmen. Per- 
haps what I intend saying will not be entirely pleasing 
to some of your readers, for it will not be without a touch 
of criticism. However, I’m going to confine myself to 
things that we have tried ourselves and found good. So 
[ hope it will be understood at least that we're taking 
our own medicine. 

“A suitable background for the points I wish to make 
can be secured, I think, by inviting your readers to take 
an imaginary stroll with me. We'll go the length of the 
best retail street in the average city in the United States. 
And we'll note as we go along the great variety of things 
offered for sale—things, if you please, that merchandisers 
find it profitable to sell on that best shopping street. 

“Baby dolls, playthings, knicknacks of all kinds, 
cigars, candies, books, pictures, photographs and phono- 
graphs, wearing apparel, fruit—everything just about 
that heart could wish for will invite our purchase. Did 
I say ‘everything’? Well, not quite. For the chances 
are that we'll be disappointed should our desire happen 
to be for something electrical. 

“Now our want can be supplied, of course. But—and 
it's with shame I say it—the odds are in favor of our 
having to visit the second or third best shopping street 
in order to find an electric shop. I’m speaking, you 
understand, of the general run of things; there are some 
few exceptions, perhaps. 


undreamed of by the last gen- 
eration. And as vital as any of those things is the need 
for proper cost accounting and record keeping. 

“Well, there are yet many electrical dealers who are 
still only ‘storekeepers.’ That, I think, is the main 
reason why they are located on the second and third 
best shopping streets. And another equally important 
handicap is found in their tendency to buy and sell on 
the basis of prices and terms. 

“Are we jobbers’ salesmen living up to our oppor- 
tunities and responsibilities in this connection? I think 
not. Are we, as a class, striving to understand the prin- 
ciples of merchandising ourselves, so that we can give 
intelligent aid and counsel to our customers? Again, I 
think not. Are we committed to a definite policy of 
business building, and are we prepared to ‘fight it out 
on that line’ even though it takes—two or three ‘sum- 
mers’? Generally, we are not. 

“The tendency in some quarters seems to be to sell 
to the dealer on the basis of price and discount. 
Quality, service, the opportunity to build good-will, quite 
frequently are not stressed at all. And as prices and 
terms are what the dealer hears most about, he naturally 
stresses those same features himself in passing the goods 
along to the consumer. 


“Last year, for instance, Mr. Average Dealer featured 
the X. Y. Z. washer—because the price and terms at- 
tracted him. This year a competing concern offered to 
put on a demonstration for him; so he’s now declaring 
the Just-As-Good washer to be the best ever. Next year, 
probably, he’ll make another change and ask the public 
to believe that some other make is just as good. 


a (Continued on page 53) 
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Newark Jobber Shows the Way 


Elaborate Plan for Helping Dealers Big Asset to Newark Electrical 
Supply Co.—Sales Convention on Feb. 22 
Opening Gun in Campaign 


SCANT few years ago it wasn’t being done, and 
A perhaps could not have been. A man named 

Goodwin was told as much when he came thun- 
dering over the mountains proclaiming the benefits of 
co-operation and painting glowing pictures of all that 
was being accomplished within the electrical industry 
along the Pacific seaboard. California, he was told, is 
different. Co-operation and all that sort of Golden Rule 
stuff may go well where the climate’s the eighth wonder, 
but here in the East—well, ‘““The Lord helps them that 
help themselves.” But 





When an idea that’s sound is backed by a man who 
believes in it wholeheartedly—especially when he’s the 
sort of man that folks hanker to call “Bill”’—much may 
happen within the span of four years. And since Goodwin 
began the work that has made his name synonymous with 
a “Plan” much indeed has happened. The importance of 
co-operation is now recognized within the electrical field 
and the happenings at Newark, on Washington’s Birth- 
day, presage what is to come. 


It was right on the program of the day’s proceed- 
ings—‘As ye would that men should do unto you, do ye 








likewise unto them.” Luke 6:31. A business convention ! 
In Newark! Contractors, dealers, jobbers, manufacturers, 
coming together to conduct business according to the 
Golden Rule! What’s more, they liked it, every man jack 
of them; a something that was in the air, on men’s faces 
and shining out of their eyes betrayed that fact un- 
mistakably. 

A manufacturer who was present struck pretty close 
to the heart of things when he observed: ‘What a God- 
send it would be if we could do business with our best 
side forward like this all the time. If this be co-operation, 
give me more of it.” 

All of which applies to a convention held by the 
Newark Electrical Supply Company for its contractor- 
dealers, on February 22, 1921. 

The idea back of the convention is best expressed by 
the announcement sent out by the company. 

“A New Year’s Message to Every Contractor-Dealer 
in New Jersey’—it was headed. And O. Fred Rost, 
general manager for the Newark Electrical Supply Com- 
pany, saw to it that copies went to all having good reason 
for being interested. (There'll be more to say later re- 


(Continued on page 61) 
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A Plan for Selling Fans 


Ten Pertinent Recommendations That Will Help You 


VERY year at this time the wise jobbers’s salesman 
E of keen vision and foresight begins to think of his 
In former years jobber’s 
salesmen waited until hot weather was upon them and 


coming fan campaign. 


their dealers before they began 
to act. But from the chaos of 
short stocks, long-time ship- 
ments, dissatisfied dealers and 
disgruntled users that resulted, 
they have learned that early 
preparedness is the watchword. 
In order to assist the jobber’s 
salesman to prepare himself 
and his dealers for the hot 
weather demand for fans in 
1921, we have asked Mr. Clark 
to give you the benefit of his 
experience in the form of “Ten 
Fan Commandments,” which 
are outlined and discussed be- 
low. 


1.—Work For, Not On, The 


Dealer. 

My first recommendation to the 
jobbers’ salesmen on their 1921 
sales policy is that they think less 
about their work on the dealer and 
more, much more, about their work 
for the dealer. “Service” is again 
the biggest word in the vocabulary 
of the man who has anything to 
sell, and the salesman who recog- 
nizes this fact is the one who will 
win the big rewards in 1921. 
2.—Have A Complete Set Of 

Advertising Material. 

Nearly all fan manufacturers 
prepare a complete line of adver- 
tising helps for the dealer’s use. 
The jobber’s salesman should have 
a complete set of this material to 
show the dealer and a thorough 
knowledge of its proper use. It 
isn’t enough for the salesman to 
take the dealer’s order for the 
material, it is also up_ to 


the salesman to know that the material will be used 


properly. 


z 
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Make This Your Best Year 


By C. H. CLARK 
Robbins & Myers Co. 





Ten Fan 
Commandments 


1. Work for not on the dealer. 
2. Have a complete set of ad- 
vertising helps. 
3. Use the right advertising 
material at the proper time. 
4. Keep fully informed on the 
national advertising of your 
manufacturer. 
Know your product and 
impart your knowledge to 
your dealers’ clerks. 
Be the clerks’ tutor in sell- 
ing methods. 
Urge your dealers to talk 
utility—not price. 
Concentrate on the impor- 
tance of proper demonstra- 
tions. 
Forget the scarehead, busi- 
ness depression; aggressive 
salesmanship is the order 
of the day. 
Eradicate the 
stock bogey. 


left-over 











3.—Use the Right Advertising Material at Proper Time. 


Another factor in advertising an article such as the fan, which 
is not always observed and which the salesman should lay stress 
upon, is timeliness. Because of the time required to prepare and 


deliver the material, the manufac- 
turer must prepare the dealer’s 
orders two or three months ahead 
of the fan selling season. The 
writer has received letters in Feb- 
ruary or earlier, urging that ship- 
ment of the material be rushed so 
the dealer can include fan folders 
in certain circularizing campaigns 
he may have on at that time. Ob- 
viously, fan material sent out at 
such times is largely wasted un- 
less it happens to be material 
showing winter uses of the fan. 


4.—Keep Fully Informed On 
The National Advertising 
Of Your Manufacturer. 


The jobber’s salesman should be 
fully informed upon the work the 
manufacturer is doing to make and 
keep the general public acquainted 
with his product. Adequate na- 
tional advertising is a real sales 
argument to use on the dealer, but 
the salesman must have the facts 
to prove that the campaign is a 
real one. 


5.—Know Your Product And 
Impart Your Knowledge 
To Your Dealers’ Clerks. 


To sell any product effectively 
the dealer must have a thorough 
knowledge of the product. It is 
just as important to the salesman 
to see that his dealers and every 
one of their clerks have this know]- 
edge as it is to get their orders. 
The dealer expects it of him. En- 
thusiastic selling is possible only 
where the dealer knows every good 
point of the product and is thor- 
oughly sold on each one. 


6.—Be The Clerks’ Tutor In 
Selling Methods. 


Urge the dealer to bend all his efforts toward pushing one line 


and then show him how to sell it. The dealer who specializes 
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Success In SELLING Fans 


KNOW YOUR 
PRODUCT’ 


\ 2 Ve 
me mn Y 


tel 


IRTACUCEte: teateneen 


Is DEPENDENT Upon a Wetxt Lain Our Campaicn 











March, 1921 


THE JOBBER'SfA~)SALESMAN 








on one line usually is the dealer who knows his line best and 
sells with the greatest enthusiasm. Even though he may carry 
more than one line, it is still good policy to decide which fan 
each customer is the most likely to be interested in and con- 
centrate his sales talk upon that fan. A sales talk which attempts 
to cover two competing products at the same time is bound 
to be weak. 


7.—Urge Your Dealers To Talk Utility—Not Price. 


When the matter of price comes up the customer may men- 
tion that the price of one fan is a dollar or so higher than 
By this time, though, the 
salesman’s enthusiasm and belief in his product has convinced 


another she saw at another store. 


the customer that the first fan even 
though slightly higher in price is 
the one she prefers and the matter 
of a slight difference in price can 
be swept away with a few words. 
A little further stress on service, 
life and current consumption 
proves to the customer that it is 
economy to get the best, even 
though the first cost may be a trifle 
greater. 


8.—Concentrate on the Import- 
ance of Proper Demonstra- 
tions. 


The fan is an article which sells 
best by actual demonstration. If 
the salesman can sell the dealer 
on the idea of house-to-house 
demonstrations, he is sure to boost 
the dealer’s sales volume. When 
a fan is placed in the home on a 
hot, sultry day and the customer 
experiences the comfort it provides, 
it is with the greatest reluctance 
that it will be given up. It is just 
as logical that fans be sold in this 
way as vacuum cleaners for ex- 
ample. If demonstrated during 
the right weather the fan should 
really be better adapted to such 
selling than the vacuum cleaner 
which has been sold so successfully 
in this way. <A change in the 
method of cleaning rugs may not 
seem especially urgent to the 
buyer, but the discomfort of heat 
is ever present during the hot 
weather and acts as a constant 
urge for immediate action. 


9.—Forget The Scarehead, 
Business Depression; Ag- 
gressive Salesmanship Is 


The Order Of The Day. 


In speaking of any selling cam- 
paign for 1921 the first thing that 
comes to mind is the general busi- 
ness condition we now face. The 
salesman who cannot feel hopeful 
about his opportunities because 
of the present general business de- 
pression, should keep one thought 
in mind. Even though business in 


general should not improve, business is never so bad that people 
cease buying entirely. This is particularly true of an article 


10.—Eradicate The Left-Over Stock Bogey. 


The 1921 season finds 1920 stocks in the hands of dealers in 
some sections where the past summer was unseasonable. Some 
salesmen covering such territories see in this condition an 
obstacle to the sale of additional fans. 
not be regarded as such. 


It is not and should 


As a matter of fact this condition 


which exists in some sections of the country nearly every years, 


to the jobber. 
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Fan Changes 
for 1921 


Westinghouse Electric & Mfg. Co— 
Dull black finish throughout, replacing 
lacquered and polished brass. 

Emerson Electric Mfg. Co—No change 
except that solid brass blades, dull finish 
instead of polished. 

Sprague Electric Works.—Discontinued 
manufacture of fans. 

General Electric Co.—No change. 

Robbins & Myers Co.—Eliminating five- 
blade fan. No other change. 

Kendrick & Davis Co.—Marketing new 
9-inch fan similar to their 6 and 8-inch 
types. Made in oscillating and non-oscil- 
lating types, three speeds, universal motor, 
black enamel finish. 

Tideman Electric Co. (“Menominee” 
fans)—No new additions. However, 12 
and 16-inch fans to have been placed on 
market in 1920 will be introduced this 
year instead. These are made in universal 
single and three-speed types, felt base, 
knuckle joints, brass-finished blades, phos- 
phor bronze bearings, oscillating and non- 
oscillating. 

Eck Dynamo & Motor Co.—New 16-inch 
blade. Will be made of four symmetrical 
leaves, mounted on spider or hub which 
will have an offset between the two pairs 
of leaves so as to separate them, thus 
causing blades to travel in two different 
planes. This construction said to eliminate 
humming. This construction on 16-inch 
blades only. 

Diehl Manufacturing Co.—Has added to 
its line a 52-inch and 56-inch, four-blade 
ceiling fan for operation on 220-240-volt 
circuits. Has discontinued manufacture 
of six-inch fan. 

Peerless Electric Co. — Discontinued 
manufacture of six-blade fan. 

Indications are that those manufacturers 
not mentioned will continue to produce 
same models as in 1920. 














like the fan which is so necessary to personal comfort. 
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—aAnp SALEs IN 1921 Witt Be ProportTioNATE TO THE SALESMAN’S AGGRESSIVENESS. 


but rarely indeed have these held-over stocks proven a liability 


Having outlined our plan of attack let’s trace our steps and 
discuss briefly our ten commandments or recommendations. 


Working for the dealer doesn’t necessarily mean that the sales- 


man should get behind the dealer’s 
counter and sell goods. It means 
that the salesman should help put 
in operation back of every one of 
his dealer’s counters a sales plan 
which will accomplish the results 
he could accomplish were he de- 
evoting his time personally to the 
job. This is a policy which will 
multiply the salesman’s power a 
score or a hundred fold, depending 
upon the number of dealers he 
serves, and his reward in the shape 
of sales to his dealers will multiply 
in proportion. 

In making suggestions to the 
dealers the salesman must always 
bear in mind that he is discussing 
retail selling with a man who from 
experience knows more about the 
ins and outs of the business than 
the salesman does. Suggestions 
made with the idea of teaching the 
dealer how to run his business are, 
and rightfully so, apt to be re- 
sented. But the dealer does expect 
that the manufacturer specializing 
on one thing should have acquired 
many pointers regarding the sale of 
that particular product which the 
dealers, selling hundreds of differ- 
ent items, may have overlooked. 
He is naturally interested in re- 
ceiving such suggestions, and when 
he is dealing with a jobber instead 
of the manufacturer he expects 
those suggestions to be passed on 
to him through the jobber’s repre- 
sentative. He also expects the 
salesman calling upon him to be 
able to give him complete infor- 
mation on every sales help the 
manufacturer has available for the 
dealer’s -use. 

Advertising material and de- 
scriptive literature is always a 
necessary adjunct to retailing any 
electrical appliance. 

Fifty dollars worth of such ma- 
tterial stored in a dark corner of 
the dealer’s basement is worth 
something less than nothing; it rep- 
resents a dead loss of fifty dollars 
plus shipping expense to the manu- 
facturer, jobber and dealer. Ten 
dollars worth put to the proper 


use at the psychological moment may mean hundreds of dollars 
of fan business for the dealer. 
(Continued on page 70) 
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Increase Your 


F the three great lighting fields, home lighting, 
@ industrial lighting and commercial lighting, the 

home offers the greatest opportunity for lighting 
sales expansion. 

We have traveled a long way forward in the last fifteen 
years as regards factory, store and office illumination but 
when it comes to the home, lighting progress has been 
pitifully slow. 

You will find many a home that would charm an art 
critic by day but which is fit to sicken a sign painter 
when the lights are snapped on. You will find plenty of 
the old original “combination gas and electric chande- 
liers’”’ still doing duty in the homes of people who are 
easily prosperous enough to afford something better—truly 
“fixtures” in the sense that they are there to stay until the 
lighting profession wakes up to the better ways of mer- 
chandising home illumination. 

Improving factory lighting has been an easy task be- 
cause the appearance of the lighting unit cuts so little 
ice as long as it does its appointed job of supplying and 
properly distributing light. Then, too, it is worth the 
time of a trained salesman to go to the mat personally 
with the chief mogul of a factory and pound lighting 
sense into him. Each job may amount to several hundred 
or several thousands of dollars worth of lighting equip- 
ment, which means a sufficient margin of profit to cover 
the wear and tear on the salesman. 

Pretty much the same story holds for store lighting 
betterment. True, more attention is necessary to the 
appearance of the lighting unit, but with the good-looking 
and efficient units which the various manufacturers have 
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Decorative Lighting for Home Offers Greatest Opportunity 
for Immediate Sales Expansion 


By W. E. UNDERWOOD 


Lighting Sales 






succeeded in producing, the business has been easy pick- 
ings with plenty of velvet trimmings. 

Now, coming back to home lighting, let’s see why 
progress has been so torpid. Right off the bat, it is evi- 
dent that the appearance of the lighting unit is the big 
thing. There’s where the house-wife’s mind centers and 
she is the party who must be sold when it comes to light- 
ing fixtures, shades, portable lamps or anything of that 
nature for the home. 

The fixture dealer might just as well spout to her in 
Greek or Esperanto as to attempt to sell her lighting 
equipment on the basis of efficiency. She wants fixtures 
and lamps that appeal to her as good-looking and she 
chooses them solely on that idea, the same as curtains 
or rugs or pictures. 

It’s no wild bet to say that the better halves will go 
right on picking lamps and fixtures for beauty’s sake 
long after you and I are food for worms. And, as usual, 
the ladies are right; plumb, entirely correct! Efficiency 
is fine business in the factory but we want comfort and 
artistry at home. 

Still, there’s a nigger in the wood-pile. Does the lady 
in the case know what lighting equipment will bring the 
greatest beauty and comfort to her home?  Isn’t her 
knowledge of what light can do towards enhancing the 
appearance of her abode altogether too darned limited? 
Doesn’t she buy fixtures and lamps with an eye to how 
good-looking they are as individual pieces of furniture, 
without thinking even for a minute whether they will look 
well when lighted, and whether they will chime in well 
with the rest of the furniture and decorations? Will they 
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give the living room, let’s say, a cozy, homey look that 
will make friend husband want to stay home nights? If 
the truth were only known, many an otherwise perfect 
husband has gone out evenings to sit up with a sick friend 
because his fireside, under lamp light looked like a rare- 
bit dream. 
That’s that. Now, what are we going to do about it? 
Assuming that 
the average fix- 


paying them either. The same will hold true if we can 
raise lighting to the dignity of a profession instead of 
mere bargaining across a counter. 

If somebody asked you how to rightly light a living 
room and you wanted to be perfectly honest, you would 


have to say, “Search me.” The fact of the matter is, 
you have never given it more than a passing thought. All 
right, then let’s 
think about it for 





ture or lamp 
dealer, knows the 
difference be- 


a spell, but re- 
member, all we 
can do here is to 





tween good and 
bad lighting ef- 








<2 


touch on a few 
high points of 





fects in the 
home, which he 
doesn’t, we begin 

to wonder how i 
he can get this 
knowledge 
across to the fair 
sex in his com- 
munity. Cer- 
tainly he won't 
grow fat and 














decorative light- 
ing. It’s a sub- 
ject that requires 
a lot of time and 
study to master 
and not a tenth 
of it is, as yet 
written in text 
books. 








Now, if you 
are going to at- 











prosperous by 
going around 
ringing door- 
bells and giving 





tempt to light 
a living room so 
as to have it 
amply _lighted 











private lessons 
in decora- 
tive illumination 
—not when it’s 
likely to take about a month of his time to get the idea 
safely tucked away under the coiffure of one female, with 
the result, maybe, of a $100 sale of lighting appliances 
for his trouble. 

As long as you look at it from this slant, it seems 
about as hopeless as trying to sell a dress suit to a 
Chinaman. But there’s no law against walking around and 
looking it over from another angle, and, in doing so, the 
first thing we see is a doctor. There he is, all filled up 
with knowledge that the dear public never will compre- 
hend and the public comes to him and hands over good 
money for advice, with a few pills thrown in for good 
measure. We have a full grown respect for the M. D. 
but none for the drug clerk who supplies the pills. 

And right there is the solution of the home lighting 
problem. If Mr. Fixture Dealer will only learn something 
about how to light a home so that people will be glad to 
come to him for advice and will respect his judgment, the 
rest is simple. He will sell heaps more stuff than he 
does now, get a better price for it, and, first. thing you 
know, we'll have some homes that are lighted properly. 
The fact that we are all pretty ignorant on the subject 
of artistic home lighting needn’t stop us. The only way 
to learn is to keep eternally trying. Surely there will be 
a lot of fool mistakes made, but what of it? Doctors have 
been making mistakes ever since they were merely bar- 
bers and bled their customers on the principle that it 
was good for whatever ailed them. It is common knowl- 
edge that George Washington might have lived ten years 
longer if the doctors had stayed away from him, yet we 
don’t lose our respect for the medical professions or quit 


Tue Artist Paints witH Paint. You Parnt wits Lieut. 





and at the same 
time artistically 
lighted, you have 
three elements to 
work with; first, raw light as typified by incandescent 
lamps; second, means for directing or shielding light, 
i. e., reflectors, glassware, and shades of fabric, parchment 
or other material; third, you have color—all the hues of 
the rainbow to play with—and they must be considered 
as affecting the incandescent bulb itself, the shade, shield 
or reflector and the surrounding objects, the walls, ceil- 
ings, furniture, rugs, pictures, etc. 

These are your tools just as brushes, paper and pig- 
ments are the tools of the painter. He paints with paint, 
you paint with light. One painter can create a master- 
piece while a ham amateur, with the same tools, achieves 
nothing better than a daub. There you are—you can 
obtain harmony and beauty with light or you can turn 
out mighty sour discords. 

In the home, every room is a lighting problem in itself 
which must be studied first with a view to its limitations. 
Your technique will be limited by the general color tone 
of the room, by the fact as to whether ceiling or walls are 
light in color or dark. You are limited by the location 
of central outlet, wall outlets and baseboard outlets. You 
are limited if the central fixture has but one circuit and 
one controlling switch. ‘ 

You must count on providing enough light for com- 
fort, which means, not necessarily a high and even in- 
tensity of light all over the room as you would provide 
in a factory, but plenty of light for reading or sewing 
at several convenient points about the room. Specifically, 
it may mean a floor lamp just behind the big easy chair 
or a lamp so located that music may be easily read on 
the piano. ( Continued on page 56) 
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WituMm Lincotn Goodwin 


Bill Goodwin is not a reformer, although he has done a great 
deal of reforming. He is a merchandising genius who tested out 
his theories while engaged in the jobbing business in California 
and found them practical—and profitable. With unusual fore- 
sight he realized that the greatest development in the industry 
would come in the merchandising field and he proceeded to 
“organize” California electrically, ironing out the many kinks 
which infested the business there, as elsewhere. 


Bill was prevailed upon to come East and waken the industry 


to its responsibilities and its opportunities. He came and his 
work during the past three years is well known to every man in 
the industry. Now, with the Society for Electrical Develop- 
ment to supplement and tie in with his efforts, the possibilities 
of the continued activities of Goodwin try the limits of imagina- 
tion. 
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Goodwin Joins S. E. D. 


Becomes Assistant to President of Society 
for Electrical Development 


President W. W. Freeman announces officially that Mr. William L. Goodwin will join the Staff of The Society 
for Electrical Development on March 1st in the capacity of Assistant to the President. 


By securing the services of Mr. Goodwin the Society aims to consolidate the efforts which have been exerted so 
actively in recent years in the interests of genuine electrical co-operation throughout the country, with the systematic 
work conducted by The Society for Electrical Development, and by such direct consolidation, to promote co-operative 
development throughout the industry along lines of the broadest scope and most intense activity. 


Mr. Wakeman as General Manager and Mr. Goodwin as Assistant to the President will direct the activities of 
the Society co-ordinately, under the authority of the President and with the active advice and support of the Execu- 


tive Committee and Board of Directors. 
The Directors’ meeting held February 19th, at which 


broad plans of expansion were discussed and unanimously 


approved, was attended by fifteen directors, many of whom traveled long distances for the purpose. 


The programme of work for the Society during the co ming year is being planned with enthusiasm, and the an- 
nouncement of further important developments may be expected from time to time-—News Item. 


WO agencies have been working within the elec- 

trical industry to better conditions, and both have 

accomplished big results. “Bill’’ Goodwin has per- 
formed prodigies in bringing electrical men into closer 
harmony and co-operation. The Society for Electrical 
Development has inaugurated numerous business-building 
campaigns beneficial to the entire industry, rendered much 
practical advertising and selling help to its members, 
and labored diligently to spread the gospel, “Do It 
Electrically.”’ 

Now the inevitable has occurred—Goodwin and the 
S. E. D. have joined issues. The benefits that are made 
possible through this consolidation try the limits of 
imagination. Even a glimpse of what Goodwin alone has 
accomplished since establishing his headquarters in the 
East warrants high expectations indeed. 

Selecting about one hundred cities—points to which 
attendance flowed naturally—Goodwin has gone to those 
places time and time again to evoke men’s desires for the 
benefits attainable through co-operative action, and 
pointed the way to accomplishment. In every instance, 
it seems safe to declare, good has ensued from those 
efforts. In certain instances the definite progress that 
resulted had its rise in those meetings. 

In 1917, for example, when the National Association 
of Electrical Contractors and Dealers were holding their 
annual convention at New Orleans, Goodwin went there 
and delivered his memorable address on ‘“The Ills of the 
Industry.”” That address might well be termed the open- 
ing gun in the campaign to make “‘Co-operation” a reality 
throughout the electrical industry. A concrete starting 
point was established through that effort. 

The next definite step forward occurred when he ad- 
dressed the open meeting of the Electrical Supply Job- 
bers’ Association, at their convention in Cincinnati, during 
November, 1917. And then, carrying his campaign across 
the border, Goodwin went before the National Association 
of Electrical Contractors and Dealers, meeting in 
Toronto, October, 1918, and addressed that body on the 





subject of affiliation with similar organizations on the 
American side of the border. In January, 1919, he went 
again to Toronto, this time as the guest of the Ontario 
Municipal Engineers, and delivered an address which 
resulted in that body indorsing the “Goodwin Plan.” 
And one year later, in January, 1920, he went again 
to Toronto and addressed the- largest electrical gathering 
ever held there, securing further recognition and support 
for the ideals that by this time numbered adherents in 
every community. Meetings also were addressed at 
Winnipeg, Montreal, and other points in Canada. 

At the meeting of the Electrical Supply Jobbers’ Asso- 
ciation held in Cleveland, November, 1920, Goodwin 
again pointed out to jobbers their responsibility to 
contractor-dealers and started a new era in the co-opera- 
tion between these two branches of the industry. 

As a result, too, of the co-operative campaigns con- 
ducted in California, similar activities are now under way 
or are contemplated in Idaho, Iowa, Montana, Nevada, 
New England, Ohio, Oregon, Utah, Washington and 
Wyoming. That also is so of Manitoba, British Colum- 
bia and Quebec. 

Mr. Goodwin, by the way, is in the somewhat unique 
position of being able to declare himself experienced in 
every branch of the electrical industry. The Pacific States 
Electric Company, under his guidance as vice-president 
and general manager, was doing a business running well 
into seven figures when he relinquished control. And his 
experience in the other branches of the industry is equally 
well substantiated by record. 

Quoting from President Freeman's announcement: 
“Mr. Wakeman as general manager and Mr. Goodwin 
as assistant to the president will direct the activities of 
the S. E. D. co-ordinately, under the authority of the 
president and with the active advice and support of the 
executive committee and board of directors.”” And we 
are sure that our readers will join with us in wishin- 
Mr. Goodwin and the S. E. D. the best o’ luck, and 
pledging our earnest support. 
























THE soBBER’s fA) SALESMAN 





When Your Prospect Says “NO” 


Subject It to Test Before Accepting It As Final 


By INTERVIEWER 


66 LORY sakes!’ objurgated Minerva Jones, 
dumping a fresh batch of clothes into the elec- 
tric washer. “Why fo’ vou marry that cheap 


nigger from down Culpepper 
way? De igmorance of dat man 


is sold, rather than bought. The ‘no’s’ bob up as fre- 

quently as grasshoppers in a hay field too; the good sales- 

man anticipates meeting them, and prepares himself 
accordingly. 

“““No!’, says Mr. Prospect, 





and so far as he’s concerned the 





am antedelubian—I tol’ you dat 
befo’, Liza Brown!” 

“Refrain you’self, Min’rva, re- 
frain you'self. Lissen  t’me. 
’Ceptin’ the agent what sol’ me 
a plush book all bout how to 
‘struct elephunts, I never did 
meet sech a postage stamp. He 
stuck by me jes’ like my c’m- 
plexion, that Napoleun Custard, 
—he did. All that man und’r- 
stands is ‘Yes’.” 

“No, man!” I says, “‘stompin’ 


done 


them? 








HIS is the 

of a series of twelve 
pertinent pointers on sell- 
ing picked up by our 
workers in the field and 
into this form 
by Interviewer. The next 
article will appear in an 
early issue. Do you like 


interview is over with—another 
solicitor has been given the gate. 
Being a salesman, not a solicitor, 
I of course do not plan to accept 
that no as final. But I don’t 
spoil my chances by bristling up 
and trying to make him reverse 
his decision almost with his next 
breath, not me. 

“So far as he can observe, 
though, his decision is accepted 
as final; I change the subject 
and chat for a moment or two 


third 








a tack right fru my foot—dat 





las’ time. What good was it! 
Lissen. Back he come, very next 
night, all beau’ful with perfumery—and implured me to 
go to de parson wit’ him on his bent knee. I jes’ nachur- 
ally got to marry dat man so he’ll stop his pesterin’ me.” 

Be calm, be calm. There’s no occasion for “locating 
the nearest exit.” You positively will not be urged to 
anoint yourself with bergamot, or ride rough shod over 
the ‘“‘no’s” that bob up when you're making a sale. Just 
the same, expert selling frequently calls for tactics closely 
resembling those which Napoleon Custard employed in 
winning the lady of his desires. 

No man, certainly, may lay claim to being a finished 
salesman who does not understand that the little mono- 
syllable sometimes can be changed as easily as the pro- 
verbial woman’s mind. ‘True, there are times when it’s 
uttered so softly that a breath only would seem necessary 
to blow it away; and the eloquence of a Demosthene’s 
could not budge it. Other times, though, when thundered 
forth by a man who gives every evidence of meaning it 
from the bottom of his heart, it lasts hardly to the end 
of the sentence. 

So one can never tell, about that little word no. And 
when it bobs up in a sale the only safe way is to subject 
it to test, before accepting it as final. However, no man 
enjoys having to reverse his decision when to do so acts 
to make him appear not to know his own mind. 

Only the salesman of tremendous power and ability is 
warranted in even attempting to hammer a prospect’s 
“No” back into his throat. There is an easier way. It 
is explained here in the words of a salesman who has 
used it successfully for years; as follows: 

“You know,” he said, “I got my initial insight into 
selling in the insurance field. That’s a commodity which 


about something or other. There 

being no further apparent need 
for him to maintain his defense, he drops his guard, to 
put it that way, and acts affably. And all the time I’m 
on the lookout for some topic that’s of interest to him 
that I can lead him to enthuse and talk about—you see, 
I’m playing to get that ‘No’ out of his mind. 

“TI remember one time when I had been turned down 
hard by a man I particularly wanted to sell. I took it 
good naturedly; bade him good day, and moved towards 
the door. On the wall I spied a picture of my man in 
fishing togs, holding up a big string of black bass. 

“Seemingly forgetting where I was and that I had 
just been given the ‘No,’ I stood before that picture, lost 
in admiration of that fine string of fish, and gazed and 
gazed and gazed. Believe me or not, it was not long 
until Mr. Prospect got up from his desk and came to 
stand by me and explain about that catch. And you can 
bet that I encouraged him to talk. 

“He invited me back to his desk to inspect a casting 
reel and some new trout flies that he had just bought that 
day. Soon we were so chummy it was possible for me 
to work around to business again and get in some licks 
for my line. What does he do but get up from his desk 
and invite me out to the stockroom— 

“There was nothing startling ‘bout the size of the order 
I got, but it was a beginning and he later developed into 
a splendid customer. That explains my method of testing 
the ‘No’s.’ The application, of course, can be modified 
and changed to fit practically every emergency.” 


> 2. =| 


Bet on the talker for the first heat, but put your money 
on the doer for the race. 
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Pictorial Review of Electrical Developments 





above, which automatically opens them 


. 


Photo © International Film Service 

A new novelty is the Christmas tree 

holder, which both lights and revolves 
the tree by electricity. 















Photo © International Film Service 





The man in the above photo is shown 
testing the heat value of electric lights. 











Photo © Underwood & Underwood 
When the alarm comes into the fire house it takes too long to 
open the doors by hand, so Reuben S. Cummings has invented the 


by electricity. 






















Service 


So many 
automobile ac- 
cidents occur 
at night at 
dangerous 
crossings in the 
city and on 
public high- 
ways that 
many cities 
have installed 
electric light 
signals similar 
to the above, 
which flash in- 
termi ttently 
all night long. 





Photo © Inter- 
national Film 





Photo @ Underwood & Underwood 


“All lit up like a church,” 
as the old saying goes (and, 
by the way, this is dead lan- 
guage now) applies very much 
in this instance. Moving pic- 
ture theaters use electric 
illumination as one means of 
beautification of the edifice 
and attracting large throngs 
of spectators. But the above 
shows that the church is not to 
be outdone, for St. Patrick’s 
Cathedral is employing the 
same scheme. The _ electric 
lights very beautifully outline 
the structure against the 
black sky. 
























Photo © International Film Service 


Electricity plays an important part in making tests. 
Here it operates the machine for testing the wearing 
qualities of sole leather. 
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Sia, 
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Re they 
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& eteses 


Photo © International Film Service 
By means of electricity this machine enables a blind person 
to read any ordinary printed matter. 


Photo © Kadel & Herbert 
All those with tender feet need not resoit 
to their corns alone to learn whether or not 
their new shoes fit well. By means of the 
above X-Ray machine the buyer of a new 
pair of “dogs” may look clear through the 
leather and see in what shape his or her 
pedal extremities are in. Many shoe stores 
throughout the country have installed this 
device. 


Gee 


Photo © Kadel & Herbert 
A fan, set in motion by a clock, is a less clamorous method of 
awakening milady. 


Photo © International Film Service 
Electricity plays no minor role in the 
mining of our many minerals. In the place 
of mule-driven carts we now have the 
electric mine locomotive, electric blasting, 
electric lights and miners’ lamps. Here we 
see an electric signal and telephone system Photo © Kadel & Herbert 
which puts every tunnel in peed magn No, this isn’t a velocipede; it is a three-wheeled electrically driven 
— a foremen, superintendent anc automobile. Motive power is derived from a small storage battery. 
1eadquarters. j 
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Photo © International Film Service 

Having seen the shoe X-Ray on page 16, you will now be 
interested in this X-Ray machine used by customs experts for 
detecting contraband and apprehending smugglers. A smuggler 
and his baggage will not be searched hereafter, but rather X-Rayed. 












Photo © International Film Service 

One of the latest electrical devices for 
preventing automobile theft is known as 
“Hell's Bells.” It is operated by means of 
two dry cells and has over a million combi- 
nations. The apparatus is so delicate that 
even a hand placed on the car will set the 
powerful gong in action. 


Photo © Underwood & Underwood 

The above German “scientist” claimed he could break up the 

atom into smaller elements by means of this electrical apparatus. 
English scientists, however, proved him a fake. 


‘ 











Photo © Underwood & Underwood Photo © Underwood & Underwood 

Recently a series of motion pictures, exploiting electricity, were ; ns 5 
taken, depicting how Benjamin Franklin would act were he to Statue representing electricity on top of 
come back to life. Here he is seen marveling over a huge electric American Telephone & Telegraph building in 


generator. New York City. 
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Photo © Underwood & Underwood 

Fans, vibrators and other electrical appliances have been 

put to many uses other than those for which they were 

originally designed. This photo shows how the floor scrubbing 
machine has been put to an ingenious use. 


Photo © International Film Service 


Many devices have been invented for giving 
an alarm in case of a holdup. One electrical 
device is shown above and its means of operation 
is self-evident. The man in the foreground is 
seen operating it. 


Photo © Kadel & Herbert 

This photo shows how the intensity of illumination was 

determined before the more simple foot-candle meter was 

invented. The photometer, however, is still used extensively in 

some cases, especially where absolute accuracy is required or 
demanded. 


Photo @ Underwood & Underwood 


2 One of the oldest electrical men in the country 
Photo © Kadel & Herbert is Joseph E. Greene, still a telegraph operator 
in New York. He worked in Samuel B. Morse’s 
first telegraph office in Philadelphia. He is 
88 years old. 


“Man overboard!” But he’s in no danger with the above 
electrically operated life-saving device, which is thrown to him 
by the mere pressing of a button. 
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Thought Stimulators . . 8* av cisso 


i je salesman has the opportunity to become an 


expert in his particular line. 
And if he makes it a point to acquire this knowl- 
edge he can capitalize it in his work. 

Take the man who calls on two or three hundred high- 
grade manufacturers in the course of a year. In each 
of these factories several progressive ideas are un- 
doubtedly being applied. The general managers are 
proud of these new ways of doing things, and are glad 
to pass them along. 

One factory has a suggestion plan for employees, 
another has a bonus system, a third has a new selling 
method. 

The salesman calling on all of them has the facilities 
for learning of the best in-each. 

He may become a walking efficiency expert, a pur- 
veyor of new methods by word-of-mouth. 

No better method of building up good will has ever 
been invented. Once an idea suggested by a salesman 
has been adopted by an institution, the front door is ever 
afterward open to him, and other things being equal he 
will get the business. 

In the last analysis friendship plays an important part 
in landing contracts. 

After the laboratory tests have been made the human 
element becomes the deciding factor, and the man who 
has put the firm under obligations to him is remembered. 

A salesman of a food product recently told how he 
broke into a difficult market. He could make no claims 
for his commodity other than those which established 
houses had been making for theirs for years. He could 
not even sell on price, for his prices were no lower than 
those of his competitors. 

“After I had analyzed conditions I decided my only 
hope of getting business was to build up a friendship 
in my territory, based on service,’ said this man. “Ac- 
cordingly, whenever I entered a store I sized up the 
proprietor to see if he was the kind of a man who would 
accept a suggestion in the right spirit. If he was, I 
would make one or two suggestions, but never more than 
two because that is about all the average man can absorb 
at one sitting. 

“Once I went into a big grocery and saw a corps 
of girls taking orders over the telephone. I noticed they 
were familiar with the prices of canned goods, but fre- 
quently had to ask the customer to hold the wire while 
they learned the prices of butter, eggs and vegetables, as 
the prices of these change frequently. 

“ “Why don’t you post those prices on a blackboard and 
avoid these interruptions?’ I asked the head of the 
company. 

“ “A good idea,’ he said. ‘Funny we never thought of 
it before. I'll have it done right away.’ 

“That suggestion put me in strong with that firm and 
I’ve been getting business there ever since.” 

This same system has been worked out by a specialty 
concern. The salesmen are trained to go into a store 
and deliver lectures on selling before the clerks, if neces- 
sary. They always carry an armful of ammunition which 





has nothing to do with their own product directly. But the 
head of the company figures that this sort of literature 
is better than strictly advertising matter because it builds 
up good-will faster. 
* * * 

FFICIENCY counts. 

Observe it where you will, the man who is trained 

to his work wins. 

We see it in executives, we see it in salesmen, we see it 
everywhere, the man who does his work logically and 
scientifically, who works with a system, some sort of sys- 
tem—can win and does win. 

It holds true from the highest form of brain work to the 
mere physical work—even in plain everyday prize 
fighting. 

The other night the writer saw a ten round boxing 
match between a huge bulk of a man, with a terrible 
punch, and a cool, scientifically trained fighter, a veteran 
of a hundred battles. 

The fight was held before a big athletic club, in a splen- 
didly equipped gymnasium, with seats arranged in the 
running track that encircled the gymnasium floor. 

Besides there were the usual ringside seats, with the 
usual assortment of ringside “kidders.” 

It takes a fight to get men back to the cave days. 

The usual business reserve is thrown off, the crowd, as 
one man, yells, laughs, watches and applauds. 

The average man will sit through an evening at the 
theater with little more than a laugh or two, but take him 
to a good fight and he will wake up, sizzle and explode 
like unto nothing save at a championship ball game, 
where, with the score two to two in the ninth inning, Babe 
Ruth puts ’er over the fence. 

The very atmosphere seems as heavily charged with 
enthusiasm as it is with smoke. 

To see a thousand staid men forget everything, but 
what those two finely built machines, laboring in the ring 
will do to each other, is a great picture. 

As a business care eraser, a prize fight—or rather a 
boxing match—seems to have an AAal rating. 

The crowd this night had had its appetite whetted by a 
couple of minor matches and welcomed the “main bout” 
with a round of cheers. 

The big fellow had a long record of victories, his mus- 
cles were strong and splendid, and stood out under his 
skin as if they had been put there by a modeler. He was 
a giant in height, in reach, and twenty-two years young. 

The old-timer, although but 33, had a bald head and an 
upholstered stomach that created some merriment when 
he first climbed over the ropes, but the laughter ceased 
when he faced the big fellow, for he squared off beauti- 
fully in action. 

The memory of a hundred previous battles guided him 
in work, his eye was sharp and his actions agile and light- 
footed. 

No sooner had the first round begun than it was seen 
that the big fellow with the punch had his hands full. 

He couldn’t land his punch. 
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Without his punch he was a failure. 

The veteran’s secret of success was his ability to keep 
from getting hit. 

He knocked down wallops before they were fairly 
started, blocked punches high, low, and from every direc- 
tion. 

At the same time he fought back in aggressive style, 
stabbing his left hand with perfect time and accuracy. 
Almost every blow he launched landed on its mark. 

In the ten rounds the veteran did not take a single 
punch on the chin. . 

He saw to it also that his stomach was not damaged, 
although once the dreaded punch almost landed, but the 
old timer escaped with a backward doubled-up jump, like 
a kangaroo. 

The veteran had a shade the better in weight, it is true, 
but age and the punch seemed against him. 

He even puffed some at times, and grew slightly tired 
in the sixth, but the tricks of his fourteen years of ring 
mingling served him well—and he was always smiling. 

The big fellow tried his Ketchel punch, a famous shift 
and K. O. Brown’s turn-about, but it availed him little. 

The veteran won—because the punch never landed. 

It was science against one big talent—but one talent 
couldn’t get in. 

It’s the same in salesmanship, the same in executives. 

Once in a while a fellow lands an order because of some 
big bluff or even some one talent—some one single punch. 

But— 

The man with the steady aggressive tactics—trained 
to the business—guided by his former victories—and his 
former defeats, generally lands the order. 

Not always? 

Well, maybe not, but often enough to spell it always. 

And if we stop to think it over, it is this sort of a fellow 
that we like to see win. 

* * # 


OST salesmen, and particularly salesmen of new 

devices, should be certain they have created a 
desire in the mind of the prospect for their product be- 
fore they begin to demonstrate it. 


The reason old, successful salesmen seem to get orders 
so much more easily than the less experienced men is 
because they observe this rule. 

After the desire is created the demonstration becomes 
a comparatively simple matter. 


The prospect gives his entire attention to the salesman’s 
words. If he did not want the machine, the demonstra- 
tion would be wasted—he would pay no attention to it. 

In the creation of a practically universal desire for 
automobiles, advertising has played a large part. With 
pen and word, the shrewd auto men have pictured the 
joys of the automobile. True, some manufacturers have 
contributed not a cent to this general publicity, yet have 
cashed in on it, but that does not alter the fact that 
somebody paid to create the desire. 

This same condition was once a fact in the bicycle 
business. Twenty years ago there was a universal desire 
for bicycles. The selling problem was merely one of 
demonstration. 

Today the desire must be created if the volume of sales 
is to be maintained. In his present frame of mind the 
writer of this would not buy the best bicycle manufac- 


tured. He has no desire for a bicycle, and any salesman 
who tried to sell him one would have to create a desire 
before such things as brakes, easy-riding saddles and 
puncture-proof tires would interest him. 

The same thing holds true in the phonograph business. 
A few large companies spent hundreds of thousands of 
dollars on general advertising—creating a desire for pho- 
nographs. A horde of smaller companies are now cashing 
in on this expenditure by a price appeal. The problem 
of their salesmen has been greatly simplified. 

Create the desire. 

Then demonstrate the goods. 


* @¢ #¢ 


HE chief reason why the average man doesn’t make 
good is that he never gets started. 

He imagines it is impossible for a man to make money 
unless he has capital backing him. This idea is wrong, 
for a start can be created just as well as the increase re- 
sulting from a start. Many a man who is far from rich 
is well on the road to making: good. 

In Russia there is a watch that is a monument to the 
great things a man can do with practically nothing to 
work on. 

A Polish mechanic, Julius Curron, attained a reputa- 
tion for extraordinarily skillful and fine work. 

Hearing of him, and wishing to test his skill, the 
former Czar sent him a parcel containing a few copper 
nails, some wood chippings, a piece of broken glass, and 
an old cracked china cup, some wire and a few cribbage 
pegs. Accompanying these was a command to make them 
into a watch. . 

After a few weeks the watch was delivered. 

The case was made of china, and the works of the other 
odds and ends. 

This story wasn’t written for a fiction magazine. It 
really happened. 

If a Polish mechanic could make a watch from a few 
such scraps, is not that an indication of the dormant 
powers that lie within all of us? 

It is the will that counts, rather than the things we 
have to work with. 

Curron, like all men who make good, worked under 
pressure of pride. He was defied into doing something 
that looked impossible. His pride called forth his dor- 
mant abilities and enabled him to accomplish the 
impossible. 

* * & 


As much thrift is reqiured in keeping as in acquiring. 
Credit is a good servant but a bad master. 

Enthusiasm has no eyes for failure. 

Get your fun as you go ae can’t save up for 
a good time. 

If you expect to succeed you ere will—provided 
you're willing to work hard. ; : 

In selling, as in courting, ~ first impression counts for 
a good deal. : : : : : 
Like those who order near-beer, folks who fail to vote 
have no kick comin’. : : : 


The world is always looking for men to do the things 
that “can’t be done.” : : 


When a fellow starts down he finds every ine: poetiy well 


greased—also when he starts up. 
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MEN YOU SHOULD KNOW 


W. I. Bickfor 


ARREN I. BICKFORD needs little or no in- 
troduction to the electrical jobbing fraternity. 


His activities in the industry since 1903 have 


placed him in a prominent and 
favorable position among his 
fellow jobbers, especially in 
Pittsburgh where during ‘these 
17 years he has played a major 
role in bringing about the har- 
monious condition among job- 
bers that prevails there today. 

The United States very like- 
ly lost a good material for its 
diplomatic corps when it failed 
to hold Mr. Bickford for he was 
born in the national capital on 
Nov. 13, 1879, close to the seat 
of our government. After com- 
pleting his years in the Wash- 
ington public schools, Warren 
entered the Philip Exeter aca- 
demy in 1895, graduating 
therefrom in 1897. 

Not feeling as though his 
education were complete, he 
then entered the Massachusetts 
Institute of Technology in the 
fall of 1897, adopting for the 
furtherance of his education a 
course in electrical engineering. 
(It is interesting to note here that Mr. Bickford is the 
only one of the jobbers, which the author has yet inter- 
viewed, that prepared to enter the electrical business and 
who had that view in mind while educating himself.) He 
obtained his diploma and degree as electrical engineer 
from this famous institution in 1901. 

During his freshman year in the Institute, Warren 
worked on the Spanish War Loan under Frank A. Van- 
derlip who was then Assistant Secretary of the Treasury, 
but afterward became president of the National City 
Bank of New York. In his sophomore year he worked as 
a mechanical draftsman with Lockwood, Green & Co., mill 
engineers at Washington and following his junior year 
was a topographical draftsman in the Coast and Geodetic 
Survey at Washington. 

During the summer following his graduation, he was a 
draftsman in the engineering department of the New Jer- 
sey Zine Co., of New York City and in the fall of that 
year (1901) returned to Boston where he re-entered the 
Massachusetts Institute of Technology as assistant in- 
structor in electrical engineering and physics. One year 
as instructor proved sufficient for Warren, however, for in 
the spring of 1902 he left to accept the position of elec- 
trical engineer in the office of the supervising architect in 
the United States Treasury department at Washington. 





W. I. Bickrorp 


Secretary-Treasurer, 
9 Iron City Electric Co. 


After a year and a half in this work he resigned to go 
to Pittsburgh where he took charge of construction work 
in the Iron City Engineering Co., the parent organization 
of the Iron City Electric Co. 
Fundamentally, the Iron City 
Engineering Co. was a con- 
struction company but as elec- 
tricity began to come into pop- 
ular favor this firm took on sev- 
eral manufacturing lines for 
which it acted as selling agent. 
A little later it made connec- 
tions with the Electric Appli- 
ance Co. of Chicago for whom 
it acted as agent in the territory 
comprised of Pennsylvania, 
West Virginia and Maryland. 

“Billy” Low was then (as 
he stills is) president of the 
Electric Appliance Co., and re- 
garding him Mr. Bickford says 
he cannot say enough. To Mr. 
Low, Mr. Bickford gives much 
credit not only for the growth 
of the Iron City company but 
the industry as a whole. “It 
was he,” says Mr. Bickford, 
“who acquired the first grasp 
upon the fundamentals of mer- 
chandising electrical supplies: 
it was he who first realized that profits as well as sales 
must be considered in the electrical jobbing business. 
Mr. Low thought far in’ advance of most of the rest of 
us in that day and it is he who put the Iron City Electric 
Co. on the right track from the start. Through him the 
Electric Appliance Co. stood—and still stands—above 
many as one of the biggest electrical jobbers and it is 
Billy Low to whom much credit for the progress of our 
industry should be given. 

“Billy was the beau brummel of the industry in that 
day. He made a great impression on the minds of those 
connected with the Iron City company. He never called 
twice dressed in the same clothes and he always wore 
clothes that matched exactly. For instance: Once he an- 
peared in a creation of a light, drab gray suit and sox, 
derby and tie to match. At another time he appeared in 
the same layout with the exception that everything was 
brown. He truly was an outstanding character.” 

It is plain to be seen (and it is true) that Mr. Bick- 
ford is a great admirer of the “daddy” of the electrical 
supply business, and it is safe to say, I believe, that it is 
Mr. Bickford’s early adoption of Mr. Low’s sound prin- 
ciples of electrical merchandising that has helped very 
much in. placing him in his present position of success 

(Continued on page 80) 
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Practical Psychology for Busy Men—XI] 


By THOMAS FULLWOOD 
The Best Is None Too Good for You 


T HE preceding talks in this series, as you probably 

know, were about matters of health, and what 
might be termed mental safeguards against acci- 
A very important lot of do’s and don’ts have been 
mentioned too. Any man who 


dents. 


observes them carefully and with 


in mind, though, it’s solely for the purpose of inspiring 
you with confidence in the principle explained here that 
any such limitations are conceded to exist at all. A great 
philosopher has given it as his opinion, based upon eight) 
years of living, that anything 
which is thought of in reason 








confidence in the outcome will be 
benefited greatly. 
Some men, however, will neg- 


HIS is the eleventh. of 


can be achieved by the man whio 
is willing to stake existence it- 
self on the issue. Some men, 


lect these things, even though 
well aware of their importance. 
For when one is not making 
progress satisfactorily in busi- 
ness there is great temptation to 


a series of 12 five- 
minute, common-sense 
talks on Health—your 
most valuable asset. You 
are overlooking a real bet 


though, will not even risk being 
few minutes late to their meals in 
order to advance their business 
interests. 

However, the important ques 





permit the incidental difficulties 
one’s thoughts 
completely. neg- 
lected, food is bolted hurriedly, 
inclinations to worry are given 


to monopolize 
Exercise is 


if you pass up this dope. 
Watch for this depart- 
ment each month. 


tion is not how great a success 
is possible for you to make, but 
this: how great a success are you 
confident of making and striviny 
to realize? For if you are cap 

















free rein—nerves become “jum- 
py” and slumbers are troubled, 
when the dollar looms bigger than all else in life. 

Look about you at the men who are having hard sled- 
ding in business, to put it that way, and see if it is not 
fact: business difficulties are acute 
man’s tendency is to still further impair his chances by 
neglecting the things upon which good health depends. 
So while these talks are intended to deal chiefly with 
matters of health the reasons given permit discussion of 
one or two things that will be helpful in a dollars-and- 
cents way too. 

To begin with, think back upon the times when you 
have dallied with the pictorial sections of the Sunday 
papers. Perhaps your fancy was caught by the pic- 
tures of some captain of industry disporting himself at 
Palm Beach, or posed at the wheel of his yacht,—just 
like a regular sailor. Possibly your leanings are not 
in the direction of yachts and watering places, but you 
did at least envy that chap’s ability to gratify his tastes, 
and wished that you could do as well for yourself, didn’t 
you? 

Analyze still further and you'll discover, no doubt, 
that you have actually set up mental limitations be- 
yond which you never permit your hopes to go, in 
picturing the future that seems attainable. Perhaps 
such limitations seem reasonable to you, although in 
theory there are none. But if it will be helpful to you 
in recognizing the important principle that’s involved 
there will be no harm in admitting—for argument’s sake— 
that limitations do exist beyond which you can never 
hope to go in a business way. 


so. It’s a when 


The presidency of your own electrical jobbing company 
perhaps, or a dominating position in a big organization 
such as the Western Electric Company—that, and no 
more, is all you are justified in looking forward to. Bear 


able of succeeding in a measur: 
beyond what you have actuall\ 
been planning and working for, it’s very likely true that 
you are dissatisfied with yourself and envious of others 
And if in that state of mind you no doubt have been tov 
disgruntled and pre-occupied to properly safeguard your 
greatest asset, health. 

Now don’t take it amiss that your dissatisfaction wit) 
yourself and your business status is being discovered to 
you in this way, for the very fact of your being so dis 
contented assures you that you are capable of achieving 
a greater success. If man were to remain contented wit!) 
things as they are he would make no effort toward im 
provement of those conditions. Furthermore, Natur: 
never inspires us with deep rooted desires for progress 
and attainment unless we have also been given the power 
to accomplish those things. Otherwise, life here would 
make the infernal regions seem heavenly by comparison. 

So accept your dissatisfaction in the guise of a divin 
cue to aim for a higher station in life—‘aim,” that is, 
and work accordingly, with full expectation that you wil! 
get what you go after. Aside from the necessity of put 
ting your best licks into all that you do, the secret o! 
success lies in believing in yourself always and to th: 
utmost, and acting in harmony with that attitude. If you 
can do that, no power on earth can stop you. 

There has always been a dearth of men equipped to 
fill the big, important positions in the business world: 
there always will be. For no man can fill such a position 
or carve out a business of his own who lacks confidence 
in himself; and for some strange reason it seems easier 
for the average man to believe in the powers and abilities 
of other men than for him to have confidence in his own. 
And not believing in himself, it is impossible for him to 
command the confidence of others; and without that sup- 
port he cannot rise. 
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Adventures of Hardluck Sam 


Our Hero Gums Up Another Good Performance 


EAR PHIL:— 
If your wife has an electric washer, read her 


this and it will keep her good-natured for a 
month. If she hasn’t, read it anyway and it will save 
you a hundred and fifty berries for a while at least. You 
see this washer bug bit me when the house sent Harry 
Grizzell, our Wonder Washer expert, to put on a three- 
day demonstration in Dalton, which is one of the livest 
burgs in my territory. 


Our dealer there, Big Jim Lamson, is some appliance 
crack himself, but he has a rival, Hawkins, right across 
the street, who hasn’t got no “For Rent” sign on his 
dome either, and between the two of them they almost 
ruined the vaudeville business in their town. While we 
was fixing Big Jim’s place for the show, this Hawkins 
person, by way of welcome, pulled his first stunt right 
under our noses. He had persuaded several people to 
bring some of their best linen and stuff to his place and, 
while we was unpacking the Wonders, Hawkins and his 
crew did a whopping big free-for-all washing in his win- 
dow and dried the junk in his store with fans and electric 
heaters. He had an audience of about five hundred and 
none of them stirred until the show was over. 

Harry come right back at him the next day with a 
better one. He got Noble the farm-lighting man, who 
has his thirty-two-volt outfit mounted on a truck, to 
furnish the power. They backed the plant up to Harry’s 
truck with its Wonder machine on the back. Then they 
put a connection between and just drove all around town 
doing washing free right out on the street. Oh, boy; 
It made some hit! They had one little accident, when 
they got their signals mixed, and the two machines hit, 
just as they were doing the last washing near Hawkins 
place. 

Big Jim, always on the job, rushed between the trucks 
to hold the Wonder. Just then she tipped over in the 
truck and the drum come open. What clothes that didn’t 
wrap around Big Jim’s throat fell on the oily street, but 
the big boy showed his class. He just peeled them Teddy 
Bears and pillow slips from his face, scooped the rest 
off the road, called for more hot water, and by gosh! he 
put ‘em all back and brought ’em out in thirty minutes 
white as snow! Say, you ought to of heard that crowd! 

Well, it was Hawkins next move, and I must say he 
stepped some. He got steam up in the machine and his 
window, then he dumped in half a peck of potatoes and 
1 dozen golf balls, all dirty, a greasy white sweater, a 
butcher’s apron and a bucket of sawdust. The gang was 
ten feet deep in front of his place, and when all that 
mess come out clean as a lady’s hand, it sounded like the 
mob scene in a play. 

Of course, it was up to Harry and Big Jim to go him 
one better, and after seeing the Lamson ad in the even- 
ing papers, announcing for noon the next day, something 
never before attempted with any washing machine, I don’t 


believe anyone slept much that night. Whatever it was 
Harry kept it under his hat, for fear it would leak, as 
this Hawkins guy had a spy system that made the German 
Intelligence look like amateurs. 

At eleven A. M. the next day you would of thought 
Mary Pickford was going to wash her doll clothes in 
Lamson’s window. Pretty soon Harry comes out of 
Big Jim’s private office with Mrs. Lamson’s little white 
poodle, and disappears into the cellar. He wasn’t gone 
long when back he come and holds the dog up in the win- 
dow for everyone to see. Holy Cats! He’d rubbed him 
in the coal-bin till he was the color of Bert Williams all 
over! The crowd began to see the game and I thought 
they'd kill each other to get closer. 

A clerk had steam up in the Wonder in the window, 
and after they got through taking the temperature, they 
just popped the ki-oodle in, ribbon and all, shut the drum 
and started her off in high. About this time here come 
Mrs. Lamson, who'd got wind of it, crying murder and 
treason fit to kill, and she nearly started a riot. But Big 
Jim he just held her and patted her on the back, laughing 
all the while like a big kid. And the dog? Shucks! 
when he found out what he was up against he broke into 
the prettiest gait you ever saw, and away he went like 
a squirrel in a wheel, timing his step so as to keep his 
head clear. Boy, he was a pacing fool! 

They left him in ten minutes, and I believe the whole 
crowd was a bit anxious, but when they took him out, 
clean as a whistle, and dried him off, we was the proudest 
bunch in the world. They put him a heater in the win- 
dow, and he just sneezed, shook himself and sat in front 
of it, wagging his tail, and even Mrs. Lamson said it was 
the greatest thing she ever saw. The people all came in- 
side, them that could get there, and we started the grand 
round-up. Every one of us had some special stunt to 
do in turn, and finally mine came. 


After I got me a big crowd I began telling them about 
the safety on the wringer. I explained how there wasn’t 
no real excuse for getting your hand in the rollers, but, 
and here I waited till they were all watching me, “BUT,” 
I says, “if you ever should—” and here I stuck my left 
hand bravely into the jaws and took a wallop at the 
safety trigger. I must of been nervous or something, 
anyhow she was hitting on all six, and I MISSED THE 
SAFETY! The next thing I was going in inch by inch, 
with the women screeching and nine guys trying to pull 
me clear. Of all the racket you ever heard! Finally 
some gink with an ounce of brains left threw the switch. 
There I was, all mangled up, the show killed, and Harry 
and Big Jim calling me things I wouldn’t wish on a 
convict. 

If you ever studied chemistry, Phil, tell me which is 
the quickest, arsenic or strychnine ? 


Yours for blood and murder, 
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A Fan Campaign 
That Meets Changed Conditions 












Back of Westinghouse fan quality is a strong adver- 
tising campaign especially prepared to overcome sales 
hesitancy. 

This campaign was prepared to meet the require- 
ments of changed conditions. 

Not only does this campaign include national adver- 
tising in the Saturday Evening Post and _ other 
periodicals, but the national advertising is supple- 
mented and strengthened by the use of an attractive 
tie-in folder for the home; folders for the business 
prospects, and a beautifully colored five-panel window 
trim. 

These, and other helps, make up the Westinghouse 
contribution toward greater fan sales for the coming 
season, 

You should have “Fan Facts For Fan Sellers”—a 
small, but very important, part of our sales campaign. 

Order your fan needs early, and get an early start in 
fan sales. 











WESTINGHOUSE ELECTRIC & MFG. CO. 
East Pittsburgh, Pa. 
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Westinghouse Mazda Lamps are more 
than electric light bulbs—they are 
beacons that attract the sale of other 
electrical appliances and fixtures. 























WESTINGHOUSE LAMP COMPANY 


165 Broadway 


SALES OFFICES AND WAREHOUSES THROUGHOUT THE COUNTRY 


For Canada—Canadian Westinghouse Company, Ltd., Hamilton, Canada 
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OW I LANDED 





Little stories of 
unusual sales ~as 


told by 


His First Order 
I LANDED my first order by en- 


thusiasm, 

I didn’t know the first thing about 
salesmanship, and in fact, wasn’t in- 
terested until one day the sales man- 
ager of the firm I was working for 
announced that they were going to 
market a new device. This particular 
piece of material appealed to me so 
intensely that I got the feeling I 
wanted to sell it. I got the laugh for 
even mentioning the fact that I 
wanted to be a salesman. 

However, I bothered that man until 
he finally consented to try me out 
and told me to go to the town of—— 
and if I sold one machine there I was 
to consider myself a salesman. I knew 
from his last remark that he must 
have picked a jerkwater town so as 
to squelch what he probably thought 
was my idiotic notion that I could be 
a salesman. 

I then and there resolved that he'd 
clap me on the back when I returned 
from the place! 

I arrived in the town, located a 
business directory and picked what 


I thought was a pretty good bet. I 





He Was Entuustastic 


called at this company’s place of busi- 
ness. Enthusiasm certainly must have 
been popping out all over me, for I 
didn’t know a thing about sales talk, 
diplomacy in approaching your man, 
etc. All I knew was I wanted to 
“put the thing across.” And I did! 





salesmen. 


Fifteen minutes after I entered the 
store I had the man’s order and an 
hour later we had together outlined 
a campaign for introducing the ma- 
chine to the trade, and my first cus- 
tomer was to use his machine as a 
demonstrator and get a commission 





VERY salesman can 

profit by the experience of 
the other fellow. Fighting 
salesmen have contributed 
these two pages of sugges- 
tions from the firing line. 
We pay five dollars for every 
letter giving an account of a 
sale made under difficulties 
—and what sales are not 
made under difficulties? 
Help the good work along 
by sending in accounts of 
your sales. 





on whatever sales resulted. I had 
the sales manager’s word for it—I 
was a SALESMAN. 

Since then I have been educated in 
the art of salesmanship, but I have 


made it a point to see that all the’ 


‘fine points” of the profession do not 
curb or lessen my enthusiasm one bit, 
for it is your enthusiastic belief in an 
article that makes the other fellow 
believe in it. 


G. E. QUINN. 


A Real Service Man 


AST summer a local dealer called 

me on the ’phone and told me 
that he was sending a man and his 
wife over to look at an electric range, 
they wanting a four-burner and he 
not having one on his floor to demon- 
strate. 

On their arrival I took them to 
our display room and it happened 
that we had only a three-burner on 
display. The lady would not decide, 























as she insisted on seeing a four- 
burner, so I took them to the base- 
ment and had a range uncrated. It 
was what she wanted except that she 
wanted a ‘left-hand oven and all we 
had were rights. I told them I would 
have one sent direct from the factory, 
but could not promise definite deliv- 
ery. They accepted the proposition 
and on making out the order it de- 
veloped that they only had 220-volt 
two-wire service, and as our factory 
only make 110-volt three-wire ranges 
I was again up a tree. 

Upstairs we went to see the range 
specialist, who, after hearing the case, 
decided that we could not handle the 
order. However, I had gone so far 
that I wanted the sale. So I agreed 
to get a left-hand oven range from the 
factory, order a complete set of 110- 
volt elements, have them changed by 
an electrician, and reshipped provid- 
ing they would wait 30 days. 

Everything turned out fine and 
they had their range in five weeks, 
with the result of a satisfied con- 
sumer, a word of thanks from the 
dealer, who of course got the credit 
for the sale, and a sale for our house 
on top of it all. 








Ir Dirpn’t Suit Her 


Said man and his wife have bought 
several appliances since from our 
local dealer. 

The worst is yet to come. I am 
not a salesman, but only the poor 
service man. 


E. W. LONGLEY. 
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A Bad Splice 


will render useless the best 
designed wiring system. 


Why, therefore, take chances with cheap 
and inferior splicing compounds and 
friction tapes? 


Why waste the time of high priced labor 
making splices that must be remade 
due to faulty splicing materials? 


Why be satisfied with inferior products 
when the material cost per joint using 
the best splicing materials —-OQKONITE 
Insulating Tape, MANSON Friction 
Tape, OKONITE Cement—is only about 
two cents? 


Let us send you details. , 


THE OKONITE COMPANY 


Incorporated 1884 
PASSAIC, NEW JERSEY 


Central Electric Co., Chicago, Ill., General Western Agents 






Pettingell - Andrews Co., Boston, Mass. 
Novelty Electric Co., Philadelphia. Pa. 
F. D. Lawrence Co., Cincinnati, O. 
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Took Out the Family 


HIS past fall there was to be 

bought in a large mill some re- 
flectors to light up a part of the mill. 
The heads of the mill thought they 
only needed 180 reflectors, which was 
to go in the newer part they were 
building. 

We quoted the mill on the 180 re- 
flectors and I got on the train and 
followed it up, as we had been talk- 
ing over the type of reflector to be 
used previous to this and had gotten 
our reflector specified for the job. 

There are several jobbers handling 
the same type and kind of reflector 
(RLM) and of course there were in 
town that morning these competitors, 
as I expected. I was out at the mill 
at eight a. m., before my competitors 
were there, and found the mill closed. 

Well, that was fine, and a good 
start. So I went to the house of the 
master mechanic, who was to do the 
buying, and he explained that there 
was a large circus in town and that 
the mill was closed to give the em- 
ployees a chance to see it. 


So I invited him and his family to 
the parade, but he said he would have 
to go to the mill first. I could not 
keep him away. I knew the other 
fellows would be there, and sure 
enough, when we arrived we found 
three competitors, some with samples 
and some with better prices. I gave 
him a chance to talk with them, won- 
dering all the time how I was to get 
him away. So I called him to one 
side and pictured to him how badly 
we and the children wanted to see 
the monkeys, etc. So he told the fel- 
lows he would not buy the reflectors 
that day. 


We went to the parade. 

As it happened, they were plan- 
ning to eat lunch in the woods, so 
after the parade I bought some drinks 
and we all went to the woods to eat 
a nice lunch. I said nothing more 
about the reflectors, but got the fam- 
ily on my side by playing with the 
children, ete. 


After lunch I suggested going to 
the mill, but friend wife didn’t like 
that at all. But by promising her a 





ENTERTAINED THE Kips 


box of candy if we were gone over 
an hour, we got away. 

“Well, Bill,’ I said, “while you are 
buying these 180 reflectors (making 
him think I had the order and he 
hadn't said a thing about giving it to 
me), how about putting them in the 
old part of the mill and increase pro- 
duction, better working conditions, 
etc., etc., and also get a better price 
on all of them?” Well, that hit him 
square between the eyes. His main 
thought was not of increasing this 
order, but getting his 180 reflectors at 
a better price. 

So after talking about how nice it 
would be to work under a correct 


light, he said I might ship him 500 
of them. Well, I was tickled to death 
and was about to thank him so that 
we would meet the wife, when I got 
myself together and asked about the 
wire. I told him we had the best of 
wire and had it in stock and I could 
give him a good price, and that it 
would all come at the same time. So 
he gave me an order for 45,000 feet of 
weatherproof and slow burning wire. 


I was about to suggest other things 
he might need when up_ popped 
friend wife, raising cane. Well, I 
jumped up and got her quiet by tell- 
ing her of the nice two-pound box of 
candy she had won. Nevertheless, 
she would not let us talk any longer. 
So Bill said he didn’t need anything 
else, as he had enough porcelain, con- 
duit, etc., which he had bought from 
me last time, to finish the job. So I 
suggested we go to town. 


I bought the candy and after tele- 
phoning the order in to give him serv- 
ice, I had only five minutes to catch 
my train. They took me to the train 
and told me they had had a big time, 
enjoyed the candy, etc. I was feel- 
ing good over my 500 reflectors and 
45,000 feet of wire instead of 180 re- 
flectors and everything ended happily. 


So get the buyer in your confidence, 
make a friend of him, even down to 
the baby, if necessary, and you'll al- 
ways find you get more out of him, 
and he will take pleasure in giving 
you his orders. Let him know you 
appreciate it and back it up with 
what you told him you would do and 
don’t forget Service, Co-operation, 
Quality. 

R. L. CUMMINS. 


ee MMMM MMMM OU 


Tell Us How You Landed The Order 


Write a letter telling how you secured an order in the face of difficulties; or how 
you overcame some obstacle that other salesmen may be confronted with. An in- 
cident that may seem simple to you may help the other fellow land. 

If you want the suggestions of your fellow salesmen you must do your part by 
giving them the benefit of your experiences. 


We Will Pay $5.00 For Every Letter Published 


HUTA 


And— 
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™ Quality Hand Iron 
a 













HEN you place this iron before dealers, its 
superiority to all others in quality of construc- 
tion, beauty of design and richness of finish is so 
evident that there is no argument— you get the order. 












The “ World’s Finest Electric Iron” is now ready 


Complete information on request 





Chicago Flexible Shaft Company 


5618 Roosevelt Road 
Chicago, II. 







Thirty Years Makers of 
Quality Products 
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- His New Job 


HE night before the departure. 

to be brief, was spent at home 
packing a supply of shirts and col- 
lars sufficient to last the average man 
one month. What a restless night! 
The entire trip. traversed in but a 
single night. 

“Tf you feel like that, dear,” asked 
his loving wife, “why do you go out 
on the road?” 

“I’m sorry,” apologized the humble 
traveler, as he turned over for the 
last time before dawn, “its not the 
road, honey, it’s the thrill of the new 
job.” 

And so they promised each other to 
write every day. The wife would 
concentrate her thought on plenty of 
orders, while hubby would work hard. 

The sample cases, portfolio and 
traveling bag were light, his steps 
were long, his smile greeting the por- 
ter was cheerful, while his mind was 
running over past events. Suddenly 
he recognized Bill, his competitor, 
also a jobber’s salesman. 

‘Hello, Bill, how’s trade?” 

“Rather putrid, Art,” says he. 
“Whither bound, old pal?” 

“Oh, a flying trip to Boise,’ says 
I. ‘‘Where are you headed for?” 

“Same place,” says Bill. “How 
come you always carry a sample, Art, 
does your house require it?” 

“Nay, nay, Bill, it’s the dealers. 
You can convince ’em best. The ap- 
pliance in the hand is worth two in 
a catalog.” 

The boys’ arrival in town was the 
same old story—a scramble for a 
room with bath, a rush to see his best 
customer, and finally the order book 
starts on its way to the front—on the 
counter. 

“What's new this time?’ asks 


friend dealer. 

“Ah, I brought it along. Isn’t it 
beautiful? Good popular seller at a 
big discount. You sell real happiness 
when you sell this. A new paneled 
percolator that has an automatic cut- 
out. It’s wonderful. How many?” 








é 
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“Oh, I could use two.” 

“All right, fine—and two and 
twenty more would give a profitable 
investment.” 

“T’ll make it assorted.” 

“All right, thanks.” 

Then you remember in old pal folio 
you have a number of good tie-in ad- 
vertising circulars on electric heat- 
ers. Can you imagine a wide-awake 
salesman not taking some tie-in helps 
to assist him sell his wares? He cashes 
in the same as the dealer, on manu- 
facturer’s national campaign and it’s 
a cinch. 

“Mr. Dealer, have you noticed that 
on Nov. 5 the local papers will run 
heater advertisements? What you 
want is a window trimmed to mect 
that big ad. Let me trim it for you, 














“Fine oil can you turned out to be,” says 
J. F. (Fay) Lamar (on the right) to 
O. G. (Handsome) Landon, both sales 
artists for the A. T.- Knowlson Co., De- 
troit, Mich. “A lot of nierve you have,” 
returns Handsome, “to spill that line of 
chatter to me after where I saw you last 
night. Pussyfoot Johnson and William 
Jennings Bryan are both on your trail and 
if they ever catch up with you your job 
won't be selling fuzzy-plugs and licorice 
lamps.” Got a comeback, Fay? 
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won't you? Only two heaters in 
sight, the others are competitive, so 
it helps the game by adding, ‘Sell ’em 
that Cozy Idea of Warmth Without 
Waiting. By the way, have you 
more in the back?” 

“No, sir,” says Mr. Dealer, “no 
more now.” 

At the end of a two weeks trip and 
a batch of orders to present to the 
sales manager—it’s the best feeling 
in the world to come home and be 
able to welcome your loved ones and 
again eat those wonderful home- 
cooked meals. 

“Hello, Billi, how’s business?’ in- 
quires Art, as he bumps into friend 
Bill on Main street in their home 
town. 

“Rather rotten, Art, but it’s good 
to be home!” 

“Try a sample next time.” 

“Oh, hell! I’m afraid I'll get hump 
backed. So long.” 

ART C. CHURCH. 


* * * 
Prunes and Fly Paper 


SMALL man never tires of tell- 
ing how he achieved greatness. 
A great man seldom passes out the 
recipe which accounts for his success. 
He often talks at length and at ran- 
dom on those fundamental principles 
of honesty, industry and thrift when 
the occasion demands, for these are 
safe things to indorse before any 
body of men; neither does he ever 
neglect to compare his progress to a 
climb up a ladder, but I wonder,’ 
said Smith, “how often they ever 
state the real facts of the case.” 
Smith had just come from inter- 
viewing one of the great leaders of 
American industry, whom he _ had 
been assigned “to do” for a prominent 
periodical. Earlier in the day he had 
gone down town to the offices of this 
corporation to suggest to this man 
what he thought it would be nice to 
say to the people about him. What 
Smith had written met with Mr. 
Man’s unqualified approval. Smith 
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ELECTRICAL ENGINEERS EQUIPMENT CO. | 


EXPERTS IN THE 
DESIGN and MANUFACTURE OF OQUTDOOR SWITCHING and 
PROTECTIVE EQUIPMENT and SUPPORTING STRUCTURES 
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Two Views of 1500 K.V.A. 3300 /2200 Volt 
Outdoor Substation Supported on Pipe Struc- 
ture, 





The accompanying cuts show two views of an outdoor substation sup- 
ported on a pipe structure. Two expanded steel poles take the line 
strain. All busses and switching equipment are supported on 2-in. 
pipe with 114-in. pipe braces. We design these stations to suit the lo- 
cal conditions, and fabricate them so that they may be readily clamped 
together. Let us tell you why this type of station is better and far more | | 
economical than the steel station. | 


ELECTRICAL ENGINEERS EQUIPMENT CO. 


35 S. DESPLAINES ST. 21 PARK ROW 
CHICAGO NEW YORK 


OFFICES IN ALL PRINCIPAL CITIES 








HicH QuUALITY 
LINE AND STATION EQUIPMENT 
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was told that what he had written 
was excellent for popular consump- 
tion; it was decently interspersed 
with wise precautions, contained 
many nuggets of real worth, and was 
replete with shrewd advice for the 
rising young man. “I commend it to 
your readers as a rather praiseworthy 
feat. Better on the whole than the 
real facts of the case. Those facts 
accurately presented might prove dis- 
couraging to the plodder bent on 
seeking the whereabouts of a ladder 
to climb. Let me give you a true ac- 
count of my rapid rise, however, be- 
fore I leave you,” said the Remark- 
ably Big Man. ‘“‘The obstacles that 
I have had to overcome are similar to 
those one meets in doing the shoots 
at an amusement park. They weren't 
there. Let’s begin at the beginning. 
Guess I'll best start by telling you 
how I happened to win the approval 
of the man who started the corpora- 
tion of which I am president. It was 
he who invented the devices which our 
company is engaged in manufactur- 
ing. I started out as a clerk in a 
grocery store. This man was one of 
our customers. On his way home in 
the evening he always stopped and 
made a few purchases. My employer 
at that time was one of those fellows 
who schooled his clerks to make sen- 
sible buying suggestions to customers, 
never to say, ‘Is that all,’ and invite 
the customer's reply, ‘Yes, that’s all,’ 
but when we sold preserving cans we 
always suggested sealing wax. 

“Well, this man who gave me a 
start had a crack salesman by the 
name of Page. One morning he fired 
Page, following a brief altercation. I 
knew nothing of this at the time. But 
the day preceding the old fellow came 
in to get some prunes. That day he 
had crowded Jimmy Burns, our de- 
livery boy, off the road into the ditch, 
and Jimmy was sore. Jimmy had 
just finished sweeping the flies out of 
the window as the old man left. He 
gathered ‘up the flies, slipped over and 
spilled them into the old fellow’s bag 
of prunes. So they had flied prunes 
the next morning for breakfast. The 
old man created a stampede and fled 


from the house without finishing his 
breakfast. And the mood he carried 
away with him started the trouble 
which resulted in the dismissal of Mr. 
Page. 

“That evening the old fellow came 
in. This time he wanted syrup. Now 
syrup in the summer season suggests 
swarms of flies. So I added, ‘And 
how about fly paper, sir?’ And say, 
his wife must have given it to him 
straight that morning, for he took 
twenty double sheets along home with 
him. And reckoning that I was a 
sagacious youngster and feeling that 








Beg Your Pardon 


On page 30 of the February issue 
of Tue Josper’s SALESMAN was 
shown a photograph of A. G. 
Schalla of the Electric Appliance 
Co., Chicago, “out looking for busi- 
ness.” In error Mr. Schalla was 
said to be H. C. Sylvester, one of 
his co-ordinates. We beg your 
pardon, Mr. Schalla, and hope at 
the same time that you located the 
business which you were looking 
for. 




















I was too valuable a fellow to be left 
te blush unseen among the truck of a 
grocery shop, he wound up by giving 
me Page’s position. 

“IT swung in. Well, no sooner had 
I done this than the men he had in- 
terested in the business began adver- 
tising our product in the archaic way 
of the day. Business jumped and 
pushed me right ahead. I couldn't 
stop, I was earried along by the tide. 
And really, the only service that I 
have ever contributed to the develop- 
ment of this corporation is that I 
have always kept on the lookout for 
and employed, those young fellows 
who knew when the time was ripe 
to fly the prunes and suggest the 
proper paper.” 

* * * 


Couldn’t Dodge the Jinx 
Rwy in with Klinger one day 


last week. “How's Firkins 
getting along with you people?” I 
inquired. 


“Firkins is fired,” he informed me. 
“Firkins couldn’t dodge the Jinx. So 
the man-higher-up has dispensed with 
his services. He fired him cold. 


“They tell that while Firkins was 
in France, he was a natural Irrespon- 
sible, always getting into trouble. 
Since he pulled the Boner on the boss, 
they tell all sorts of stories of him. 
Of course they aren’t true, but they go 
to show what one bad bone will do to 
you,” explained Klinger. “Now un- 
derstand I think these stories were 
made up since Firkins fluked. One is 
that when Firkins arrived in France 
his second looie asked him if he didn’t 
want to send a cablegram home, he re- 
plied that he did. Then he prepared 
one omitting his signature. The officer 
called his attention to this. ‘Want to 
sign this don’t you?’ asked the officer. 
‘Hell no,’ replied Firkins, ‘they'll 
know the handwriting.’ 


“Later he was sent out to construct 
targets. One day he came in and 
threw down his tools. ‘“That’s a hell 
of a job,’ he said to the officer. “Why 
we no sooner get one of those things 
built than those damn fools over there 
shoot them all to pieces. I’m going to 
quit!’ And he did for a little while. 

“Then Firkins came back and took 
the job with us. Perhaps Firkins was, 
and perhaps Firkins wasn’t, cut out 
for a jobber’s salesman. But when he 
came with us he tried to sell goods, 
and he did. But the Jinx sure did dog 
his steps. 


“The climax came last week. The 
old man’s son-in-law was made sales 
manager. When Firkins got in from 
the road he went in to see the old man. 
They fell into conversation about the 
promotion. Firkins wanted to say 
something nice. As he entered he had 
noticed the word ‘PUSH’ painted in 
bold type upon the door. An idea 
came to him. “That word there upon 
the door is the one thing that governs 
promotion here,’ he said. 

“Firkins was fired then and there. 

“As he turned to leave he was 
stunned by what he saw, but he under- 
stood. For on this side it read 


‘PULL.’ ” 








next. one you hear. 





ELP us make this department of maximum interest. We want true stories 
about the boys in the trade. If humorous—so much the better. Send in the 
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Splicing Clamps 
Sleeve Twisters 
Climbers 
Tool Belts 
Safety Straps 
Lag Screw 
Wrenches 
Wire Grips 
Tree Trimmers 
Tool Bags 


Soldering Furnaces 


Established 1857 


“Bagging Your Trade- 


With Klein bags is a profitable year-round business! 
Selling at firmly established retail prices, they assure a 
generous margin of profit. 


Made by the same house whose reputation since 1857, 
ras been built on the production of quality tools and 
accessories for linemen and electrical mechanics—Klein 
bags are naturally just a bit better—and your trade knows 
it! 

The canvas bag pictured is made of one piece of heavy 
duck, reinforced at the bottom with the best heavy weight 
of bag leather. All seams are lock-stitched and welted— 
the bag’s mouth is formed by a strong steel frame, the 
canvas being clinched between this frame and an inside 
secondary frame. The bottom of the bag is studded with 
strong steel studs, and the handles and straps are of the 
best harness leather. 





This is number one of a series of advertisements explain- 
ing the advantages of the Klein line to your trade. 


There’s more dope from where this came if you need it. 





MATHIAS KLEIN & SONS, 


3200 Belmont Ave., Chicago, IIl. 


& Sons 


Chicago. Ill. U.S.A. 
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A summary of the possibilities for 
the sale of electrical labor-saving de- 
vices and heating appliances reveals 
the following in- 
teresting figures: 
In 1918 there were 
24,305,662 fami- 
‘lies in the United States, 3,497,100 of 
which were without homes or 14 per 
cent; in 1919 there were 24,872,051 
families, 4,043,012 of which were 
without homes, or 16 per cent, and in 
1920, 25,319,443 families 4,419,443 of 
which were without homes or 1714 per 
cent. This represents an increase of 
409,534 families in 1918, 566,389 in 
1919 and 477,392 in 1920. In 1918 
there were 20,808,562 dwellings, in 
1919, 20,829,039 and in 1920, 20,- 
900,000. It is estimated that the num- 
ber of families in 1925 will aggregate 
27,900,000, and right now the number 
of homes needed to house those fami- 
lies without homes and to return to 
favorable conditions is 3,300,000. At 
this rate of increase in the number of 
families we of the electrical industry 
have much to look forward to. 

And when take the 
claim that the electrical industry is the 
most undersold of eny in the country 
we have an exceedingly favorable out- 
industry. 


Families 
Increase 


we seriously 


* * * 


A dealer down in Toledo, Ohio, had 
a fine idea for boosting his sales on 
The weather had 

turned cold and 
were 
very much to be 
desired. Out 
front of his place of business on a 
pedestal was standing an electric heat- 
er, sending out a nice warm glow. 

After I had warmed my own chilly 
hands, I stood near it where I could 
hear the remarks of the passers-by. 
Out of the first 30 people that came 
past, 21 of them stopped to feel the 
heat.. And nearly everyone of them 
thought of what a fine thing one would 
be for the cool evenings. I venture 
to say that 50 per cent of them will 


electric heaters. 


Well Displayed overcoats 
Is Half Sold 


in 


Sale Facts and 





buy one within the next six months. 


The dealer could have spent hours 
trying to describe the benefit that his 
demonstration proved in a minute. 
And don’t forget that a good time to 
sell a man a drink» is When he is 
thirsty or a heater when he’s cold. 

x * %& 


Say, to land an order now, one has 
to carry a 2200-volt pérmanent mag- 
net and when anything is attracted 

we sure do 
He Profits Most freeze on for 
Who Serves Best keeps. 

But, very nat- 
urally, ‘we have anticipated a declin- 
ing buying condition after the first of 
the year and especially so when it is 
the general belief that prices are 
gradually being reduced on certain 
supplies. 

However, the following suggestions 
may prove very beneficial to those 
who are really anxious to put it over 
for the manufacturer, jobber, con- 
tractor-dealer and industrial plant. 

The idea came to me that during 
the past two or three years of exten- 
sive production in all branches that 
the tendency was to neglect, through 
force, all electrical apparatus, as the 
time was taken up in hustle and gen- 
eral routine so that motors, genera- 
tors, temporary wiring, temporary 
fixtures and industrial extensions— 
along with other essential improve- 
ments—were allowed to drift along 
into a somewhat inefficient condition. 
I have, therefore, made a campaign 
of real agitation among the trade 
that they take this real opportunity 
during dull and low production, to 
get their whole apparatus back in 
first-class shape so that when the nor- 
mal producing time begins to show 
up (which it is sure to before we are 
aware of it) everything will be in 
readiness to open up the valves on 
the power producing steam or elec- 
trical turbines, throw in the main 
switches and circuit-breakers and feel 
confident in saying, “‘Let’s go,” for 


we have replenished our worn-out 
electrical apparatus which will insure 
a safe and positive pre-war produc- 
ing condition, and it will assist us 
to sell an increased amount of elec- 
trical supplies which we would not 
have done had we decided to sleep 
until normal conditions brought the 


. business to us. 


We should not urge an overstock. 
in fact, we should impress upon them 
the opposite, but we must all “buy 
now” all the necessary requirements 
so that we will overcome any part of 
a condition that might exist if we 
forget that “He profits most who 
and is. always, prepared. 

“E. H. HAMBLET. 


* * * 


serves best,” 


Because of the fact that various of 
our industries have been going 
through a period of depression, and in 
many cases have 
been forced to 
curtail material- 
ly their produc- 
tion, it has caused some members of 
the electrical industry to feel that we, 
too, are to wake up and face the cold, 
gray dawn with much the feeling of a 
man with a “night before.” Qf-eourse 
there isn’t any reason for them to feel 
so, for no one wakes up with a “big 
head” except he has réveled inglori- 
ously on the preceding evening, It is 
a generally admitted fact that various 
of our industries have passed through 
an orgy of exorbitant prices, of con- 
stantly increasing prices and with a 
steady increase of unfilled orders re- 
gardless of too high a price, . The 
inevitable reaction has come in the 
form of depression. 


Reasons For 
Bright Outlook 


Not so, however, with the electrical 
industry. We have been enjoying the 
benefits of good, steady business, 
without suffering from an abnormal 
condition of too much business. Our 
morning should be one of bright eyes 
and a feeling of exhilaration. The 
feeling of being on our toes and out 
to get business. 
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These P oints attractive proposition for job- = 


bers and their salesmen. We —=— 
= M e a n E a 3s manufacture all types of in- 

VY closed switches for all types 
of electrical circuits. Catalog 


D ealer Sales and proposition on request. : 


JOBBERS and JOBBERS’ : 
SALESMEN MAKE QUICK 2 


TURNOVERS WHEN THEY HANDLE 
QUAI OTRAS 


~COMPRO > 


CURRENT PROOF SWITCHES 
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ALL COMPRO class B CURRENT PROOF 
SWITCHES are fused at the bottom—recom- 
mended by authorities as the best construction 
method for inclosed switches. 


DEPENDABLE PROTECTION — completely 
inclosed and externally operated only. 
WORKMANSHIP AND MATERIAL the best 





obtainable. 
COMPRO STANDS FOR “COMMERCIAL 
PROTECTION.” 
Wadsworth Electric Mfg. Co. 
Incorporated 
COVINGTON, KENTUCKY 
BRANCH OFFICES 
NEW YORK CITY BOSTON, MASS. CHICAGO, ILL. 
30 Church St. 176 Federal St. 559 West Monroe St. 
PITTSBURGH, PA. SEATTLE, WASH 


422 First Ave. 568 First Ave. South 
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Twelve million homes need wiring; 
one hundred fifty-thousand industrials 
need to be electrified, and the Spring 
is bringing thousands of new homes 
soon to be clamoring for fixtures, ap- 
pliances and wiring. 

It is our privilege to have a won- 
derful opportunity in carrying on a 
good, steady business regardless of 
set-backs which some of our contem- 
porary industries are obliged to un- 
dergo. We must not, however, spend 
our time in either pitying them or 
fearing that their depressions will 
affect us. Our time can be put to far 
better advantage by creating an active 
demand from the potential electrical 
needs of the country today. 

* * * 

The Commercial Service Committee 
of the National Electric Light Asso- 
ciation has recommended that a course 

be established, 
Service educating a 1 | 
Relations selling forces in 

maintaining good 
service relations with customers. 

The course suggested, would be so 
conducted that it would deal with 
principles and therefore be easily 
adapted to both the retailer and the 
wholesaler. It would deal with the 
proper training of salesmen in the art 
of selling and the knowledge of their 
product. It urges the employment ot 
only responsible and efficient em- 
ployees in positions that contact with 
the customer. All salesmen realize 
what a jolt their business can get if 
the service their customers get is not 
up to standard, and there isn’t any 
question but what the increased ccst 
of good service over bad is amply 
returned in the increased good will 
obtained from the buyer and the addea 
business that is sure to come. 

* * * 

“Spotted light” is worse for the 
eyes of workmen than too little or too 
much light. All three are bad. 

A certain light- 


Spotted ing expert says: 
Light “It takes time to 


see.” Individual 
machine or bench lighting is good— 
as far as it goes. In a plant where 
the lighting is “local” a survey was 
made recently and several of the 
workingmen watched and a_ check 
made of the time they took in their 
different operations. It was very 
noticeable that a man in reaching for 
his tools, which were outside the cir- 
cle of light cast on the bench, would 


grope and fumble around in a sort of 
slow, blind fashion before laying his 
hand on the tool he wanted. ‘This is 
natural, It takes time for the eye to 
focus itself from one intensity to an- 
other, particularly from brightness to 
semi darkness. 

The same plant was afterwards il- 
luminated uniformly and _ another 
check made on the workmen and it 








ERE are two more pages 

of ammunition for the 
fighting salesman of 1921. 
There are sales opportunities 
galore for the wide-awake 
hustler who realizes he has a 
real service to render. Look 
over these facts and figures 
—watch for this department 
in every issue. 








was found there was no hesitation 
then nor any time lost by the men in 
reaching for their necessary tools. 

Looking from a working plane well 
illuminated into blackness or semi 
darkness is a blow to the eye and the 
eye is not speedy enough in its func- 
tions to quickly and accurately focus 
itself without a considerable let up in 
activities. 

You can demonstrate this for your- 
self by working at the office some 
night with only one light turned on 
—that over your desk. You will tire 
very quickly with such illumination. 
Most people do not realize this or 
understand why they become so easi- 
ly fatigued. If you have absorbed 
the full idea, you appreciate that 
“spotted light” is bad for the eyes, 
tires one quickly, slows up personal 
activity and consequentlv should be 
abolished by uniform lighting. 


* * * 


C. S. Burnham of Minneapolis, 
Minnesota, recently dug into the his- 
tory of 207 salesman who had failed, 

and made public, 
Why Many in the Bigelow 
Salesmen Fail Magazine, the 

reasons for their 
“flunking”’ :-— 

Thirty per cent lost out because of 
a “lack of industry,” or, in plain 
phrasing, laziness. 

They did not take the trouble to 
learn the stock thoroughly, where 





every item was located, what the main 
selling points of each line were, the 
use of each article, its price, and its 
history. They went through the day 
with a minimum of effort and seemed 
concerned only in seeing that they did 
not do more than their share. 


Sixteen per cent failed because they 
did not follow out instructions. In- 
stead of carrying out the rules and 
suggestions for selling given them by 
experienced managers they preferred 
to follow their own ideas. 


“Lack of tact and courtesy” was 
responsible for the downfall of 12 per 
cent of the breakdowns. They learned 
too late that a grouch or a “take it 
or don’t” attitude is a sure sales- 
killer. 

Eight per cent were duds because 
of a lack of “stick-to-it-tiveness.” 

Eight per cent dropped for the 
reason that they did not have “‘confi- 
dence holding qualities.” 


. = = 


Artificial light has become one of 
our most important safeguards of 
human life. 

Industrial op- 
erations are such 
that they can no 
longer be limited 
to the daylight period but must be 
carried at all times, if adequate light- 
ing facilities can be provided. With 
these increasing activities there has 
come, of course, an increase in acci- 
dent liability, partly due to the mere 
increase itself but mostly due to im- 
proper lighting. As a result of this, 
artificial light has come to bear an 
important relation to human safety. 


Important 
Safeguard 


One of the large insurance com- 
panies made a careful study of the 
reports of 91,000 accidents and dis- 
covered the fact that 10 per cent— 
9100 accidents—were caused directly 
by the absence of proper lighting and 
that in another 14 per cent—more 
than 12,000 accidents—inadequate 
lighting was a contributory cause. 

The British Government, in an 
extensive investigation, found that 
stumbling and falling are the most 
frequent causes resulting from the 
absence of light. This investigation 
also showed that the deaths and in- 
juries from falls during the four 
winter months were 39.5 per cent 
greater than during the four summer 
months when it is lighter. 
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Denzar Photographed 
By Its Own Light 


HE upper part of this advertisement 
i shows a view in the new offices of the 

Wilson-Jones Loose Leaf Co., Chicago, 
where 113 No. 1 Denzars were installed by 
the Wm. A. Corrao Electric Co., also of 
Chicago. 


The photograph was made with no other 
light than that furnished by the Denzars, 
and is reproduced here without any retouch- 
ing. Note particularly the evenly distributed 
light on the tops of the desks and the soft- 
ness of the shadows below them. 


Denzar is successfully lighting many offices 
—not a few of which are those of nationally 
preminent firms. You as a jobber’s sales- 
man can secure orders like this one, either 
direct, or by assisting the Denzar dealer in 
the territory. If you have a prospect now, 
bear this in mind, Denzars may be secured 
for immediate delivery, as the factory stock 
is very complete. If you want any Denzar 
literature or other help, just write: 


Beardslee Chandelicr Mfg. Co. 
218 South Jefferson St., Chicago, III. 
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Industrial Lighting Exhibit 
Attracts Marked Interest » 


Recent reports show that approxi- 
mately 4000 persons have attended the 
Industrial Lighting Exhibit that has 
been shown under the auspices of the 
Edison Lamp Works of the General 
Electric Company in about 25 cities 
throughout the country since the first 
of the year to demonstrate the value 
of efficient industrial lighting systems. 

The figures show that about 25 per 
cent of those attending are executives 
of industrial plants, including presi- 
dents, vice-presidents, secretaries, 
treasurers, purchasing agents and gen- 
eral superintendents. Ten per cent 
are foremen, electricians and superin- 
tendents, and ten per cent (exclusive 
of the executives mentioned), are 
representatives of civic organizations, 
such as boards of trade, chambers of 
commerce, manufacturers’ associations, 
Kiwanis Clubs and Rotary Clubs. 
The remaining five per cent is com- 
prised of architects, engineers, teach- 











ers, students, etc. Contractors, deal- 
ers, central station men and jobbers’ 
salesmen are of course among those 
attending. 

Representatives of the principal in- 
dustries of each city as well as mer- 
chants and others are included in the 
audiences, thus bringing the exhibit 
into touch with a great variety of dif- 
ferent industrial and business lines. 
In some cities, labor department in- 
spectors are noted as among those 
attending. 

The audiences uniformly express 
themselves as greatly interested and 
as having learned much about illumina- 
tion. In many cases they remain 
after the demonstration and lecture to 
discuss with the demonstrator lighting 
problems in which they are personally 
interested. 

While the purpose of the exhibit is 
broadly educational rather than at- 
tempt to promote the sale of specific 
products, prospects for new installa- 
tions have been lined up in several 








This looks like a regular race track scene but rather it is the lighting derby put 


on by the Western Electric Co., Chicago. 


The chief “gambler” with the big stogey 


in his face is Ed. Murphy, frequently known as professor, manager of the power 
and apparatus department. The derby was a novel form of lighting contest con- 


ducted during December and January. 


Each salesman rode an imaginary horse. 


W. M. Goodrich, manager of the lighting department, had the contest in charge 
and John Olson, city salesman, was the winner. The contest created unusual interest 


and stimulated lighting sales greatly. 





cities immediately following the dem- 
onstration as a direct result of the 
exhibit. 

The demonstrations are given in a 
novel portable booth which seats 50 
persons at a time and which is 
equipped with the latest and most 
modern types of lighting devices as 
well as specimens of obsolete and 
poorly arranged kinds, thereby afford- 
ing a comparison between the two. In 
addition, those attending are furnished 
foot-candle meters with which they 
measure for themselves the intensity 
of illumination produced by different 
types shown. 

Jobbers and their salesmen could 
beneficially promote such exhibitions 
throughout their territories as the elec- 
trical interests in Pittsburgh, Pa., Co- 
lumbus, O., and other cities are doing 
and have done. It is reported that 
these local exhibits have worked out 


very advantageously to all concerned. 
* * * 


Stock Interchange 
Proves Advantageous 


One of the most noteworthy things 
electrical jobbers have done in sta- 
bilizing business and prices is the 
adoption of a means of interchanging 
stocks. Various groups of jobbers are 
doing this throughout the country but 
the general plan is the same. In some 
sections the interchange is local and 
some territorial. For instance the 
members of the Dixie Jobbers’ Club 
are interchanging stocks, also the 
members of the Lake Erie Jobbers’ 
Club, both territorial jobbers’ organ- 
izations. An intermediary is ap- 
pointed in most instances and all quo- 
tations and interchanges are made 
through him. Each bill is rendered at 
cost, the principal idea being, of 
course, to keep the dollars turning. 
Manufacturers are all well pleased at 
the scheme as it keeps the demand 
uniform ‘and naturally stabilizes the 
market. It would seem that the same 
plan could be inaugurated locally 
among dealers and this naturally af- 
fords the jobber’s salesman food for 
thought. 
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©vU. & U. 
The Symbol of Efficiency in Electrical Conductors 











Dark night is touched with a myriad twink- 
ling lights. Man’s colossal handiwork is 
bathed in the soft glow of day. City and 
countryside throb as through the sunlit hours. 
And deep below the jostling throngs, high 
over peaceful fields, hidden between a mil- 
lion walls—countless strands of copper feed 


the insatiable desire for power and beauty. 


Rome Wire Company 
ROME $3. NEW YORK 
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Jobbers Show Substantial 
Increase in Business 

Inquiry by a member of the edi- 
torial staff of Tue JoBBEer’s SALESMEN 
on a recent trip through Buffalo and 
Pittsburgh territory reveals that the 
business done by jobbers in January, 
1921, shows an increase of 15 to 25 
per cent over that done during corre- 
sponding period in 1920. Several job- 
bers fell slightly below their last 
year’s figures but most jobbers are 
pleased over the way business has 
been running and entertain a very op- 
timistic outlook though all are of the 
opinion that this will be a year of 
concentrated effort. Several jobbers 
in the Midwest and Central states 
have instituted sales promotion depart- 
ments and many have started sales 
schools which is decided evidence that 
jobbers mean business in 1921 and are 
preparing to go after it in a manner 
that will be gratifying to manufac- 
turers. 

* * * 

Second Annual Fixture 
Meet Decided Success 


The second annual fixture market 
and joint convention of the Associated 
Lighting Fixture Industries, held in 
Buffalo from Feb. 14 to 19, inclusive, 
turned out an overwhelming success 
from every standpoint. The number 
of registrants representing all phases 
of the lighting fixture industry far 
excelled all expectations. As an ex- 
ample: The number of seats reserved 
at the combined luncheon on the first 





















Most of the old-timers in the electrical jobbing business have seen Fred Lafferty 
(standing), vice-president, A. T. Knowlson Co., Detroit, Mich., and Tom Brooke 
of the Illinois Electric Co., Chicago, together. Tom is the luckiest sunufagun in the 
electrical industry. He just won $1000 in a raffle on only five chances. He really 
won a house, but since the house couldn’t be moved to Chicago, he took the coin 
instead. It’s rumored he’ll rebuild the Belmont Golf club with the thousand. “Oh 
fudge!” says Tom. “Imagine Laff playing tennis.” They have just finished a friendly 


game at Camp Nela. 





day was 25 per cent in excess of reg- 
istration up to that time, yet the over- 
flow was tremendous. A little daily 
paper entitled, “National Lighting 
Rays Convention Daily,” appeared 
each morning outlining the doings of 
the preceding day, and besides at- 
tracting much attention kept each vis- 
itor informed on what was being done 
in all three conventions. An address 
by Bill Goodwin was one of the high 
lights of the week, while another fea- 
ture of interest was the joint banquet 
held on Thursday evening, Feb. 17, in 
which roast chicken and pretty girl 











“It’s never too rainy a day to snap a picture of the Lloyd Woolley bunch,” say 


these pluggers for Lloyd Woolley, Inc., 


Buffalo, N. Y. Let’s see who they are, 


starting from the left: First is Jim Jordan of the warehouse; then Paul Miller, 
salesman and secretary of the Buffalo Electric Club; V. E. Walker, Sterling Division 
of the National Lamp Works; Dan Maus, city salesman, and W. S. (“Bill”) James 


(not the ball player), country salesman. 


All the F. Bissell crowd over at Toledo 


will please note that Bill is still hitting on all twelve. 





singers played an eminent part. Many 
papers were presented on various sub- 
jects, particularly that of piracy of de- 
sign, and it can be safely said that 
not one man left for home on Satur- 
day afternoon feeling that he had not 
gained considerably, and _ probably 
contributed a little, to the good of the 
cause. 

* * * 
W. D’Arcy Ryan Talks 
Before Chicago Electric Club 


W. D’A. Ryan, Director, [luminat- 
ing Engineering Laboratory of the 
General Electric Co., gave an inter- 
esting talk on “Ancient and Modern 
Lighting” before a large and enthusi- 
astic gathering of members and guests 
of the Electric Club of Chicago on 
March 1. Mr. Ryan, with the aid of 
slides, showed ancient and modern 
methods of lighting. His slides show- 
ing the wonderful lighting at the Pan- 
ama Exposition made a lasting im- 
pression on his audience. 

* * * 
Spokane Has 
Electric League 

The Spokane Electric Service 
League has been organized by 40 men 
of Spokane, Wash., who are connected 
with the various phases of the electri- 
cal industry. The objects of the 
league are to promote the growth of 
the electrical industry in all its 
branches, the coordination of effort in 
rendering better electrical service to 
the public, advancement along con- 
structive lines within the industry in 
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rs PARANITE "= 
LAMP CORD 


Lamp cord is one item in the jobber’s long list of 5000 products that can 
always be relied upon to produce consistent profits; for the volume of 
sales does not vary with the season—it is a live item every day in the 
year. 


Paranite is regarded everywhere as synonymous with highest quality, at- 
tained through 30 years of painstaking endeavor to make sure that every detail 
is correct. As a result a lamp cord has been produced that is better than code 
requires. 


Paranite lamp cord is conveniently contained in packages of 250 feet each, 
which are in turn packed in standard cartons of 1000 and 1500 feet. You can- 
not go wrong in pushing Paranite. 


Indiana Rubber & Insulated Wire Co. 


Factory and General Offices, 
Jonesboro, Ind. 


Chicago Offices: 210 S. Desplaines St. 
New York Offices: 63 Vesey St. 
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the way of encouraging sound ethical 
and progressive business methods by 
which a fair and reasonable return 
will be received on service rendered 
the public, and to encourage the great- 
er use of electricity .and electrical 
equipment. M. W. Birkett of the 
Washington Water Power Company is 
chairman and D. W. Henderson of 
the Austin-Henderson Company is sec- 
retary-treasurer. 
* * * 

Figures Show 
Price Increases 

Figures covering price advances 
over a period of years and effective 
as of December, 1920, indicate the 
following approximate increase on 
electrical materials, using 1914 as a 


base: 

NN I I a heal 142% 
ee Ra ES 140 
Sixsppnnd Electric Troms. sin... ncencnae 136 


IE SONU onsen nas camshcotencceveiotasnatomeuele 
Key Sockets ............ saeco : 
Separable Attachment Plug 
Flush Receptacles -................ 





Five-h.p., 1800 r.p.m, three-t 
JS a eee Peet ai 
Five-kv-a. 6900-volt Transformers -............ 72 
Two-h.p., 1800 r.p.m. single-phase Motors 71 
7'4-kv-a. 2300-volt Transformers -............... 70 
ey ae ne: eine 70 
of! ge Oe. SS a Sanne 56 
Five-amp. single-phase Watt-hour Meters 53 
25-amp. Polyphase Meters .........-.........-cc----- 53 
40-watt Masda Lemos ....cccsen ene ee 
ncloped.. Panes _..cncsduccmeitcica bea 30 


By way of interesting comparison 
these figures may be applied against 
those of increases in housefurnishing 
goods, clothing, lumber and building 
materials, food and labor which show 
respective increases of 263, 257, 242, 
187 and 176 per cent. 

* * * 
Japanese Study Our 
Methods of Distribution 


M. Nakamura and T. Nishioka of 
the Tokio Electric Co., Ltd., Tokio, 
Japan, are making an extended tour 
among electrical distributors in the 
United States to study American poli- 
cies in and methods of distributing 
electrical supplies and appliances. 
These distinguished gentlemen say 
that the American electrical dealers 
and contractors are far more advanced 
than the electrical dealers in their 
native country. 

* * * 
President Harding’s Inaugural 
Address Brings Cheer 


Jobbers who have been looking for 
an increase in buying after the presi- 
dential inauguration and salesmen who 
have been hoping for writer’s cramp 
may find a bit of additional cheer in 
the following excerpt from President 
Harding’s inaugural address: “I 
speak for administration efficiency, for 


lightened tax burdens, for sound com- 
mercial practices, for adequate credit 
facilities, for sympathetic concern for 
all agricultural problems, for the omis- 
sion of unnecessary interference of 
government with business, for an end 
to government’s experiment in business 
and for more efficient business in gov- 
ernment administration.” These few 
words will undoubtedly hold out a 
great deal of hope, not only to jobbers, 
but to manufacturers and dealers as 
well. Lightened tax burdens is what 
industry has been waiting for and if 
our president carries out his platform 
(and we are all sure he will) business 
should be better and more sound than 
it ever has been before. 

* * * 


Buffalo Electric Club 
Elects Officers for 1921 

The Electric Club of Buffalo re- 
cently held its annual election of 
officers to serve during the year 1921. 
They include the following: Richard 








All dressed up and no place to go is 
EK. S. Yates, formerly a major of marines 
but now superintendent of the Robertson- 
Cataract Electric Co., Buffalo, N. Y. The 
major was in charge of recruiting in the 
Buffalo district during the war and has 
served in most of the important cam- 
paigns of the marines in the last 20 or 25 
years. He speaks nearly every Philippino, 
Hawaiian and Haitian lingo known to 
mankind. If you would hear some excit- 
ing tales of revolutions talk to the major. 
He’s a good scout. 


Wahle, president; Geo. S. Anderson, 
vice-president; J. C. Lindner, trea- 
surer, and Paul W. Miller secretary. 
The following directors were also 
elected: H. I. Sackett, T. E. Devine, 
W. E. R. Mitchells, E. D. O’Day and 
J. C. Morton. Two of the four 
officers and three of the five directors 
are connected with the jobbing 
branch of the industry which all goes 
to show that Buffalo jobbers are a live 


bunch. 
* * * 


Chicago to Hold “Own 
Your Home” Exposition 

An “Own Your Home” exposition 
will be held at the Coliseum in Chi- 
cago from March 26 to April 2. All 
manner of building supplies and home 
appliances will be on exhibition. The 
Illinois Electric Co. will have a booth 
in which it will demonstrate the use- 
fulness of electricity in the home. It 
is also expected that several other 
electrical firms will be represented. 

P * * * 

Next N. E. L. A. Convention 
To Be Held in Chicago 


The forty-fourth annual convention 
of the National Electric Light As- 
sociation will be held at the Drake 
hotel, Chicago, May 31 to June 3, 
inclusive. There was some contro- 
versy as to whether the next meeting 
should be held in Hot Springs, Ark., 
or Chicago, but after thorough inves- 
tigation by President Insull and Ex- 
ecutive Manager Aylesworth it was 
decided to hold it in Chicago. One 
of the principal reasons is Chicago’s 
central location and easy access to all. 
The Drake hotel was just recently 
opened as one of the finest in the 
country. It overlooks Lake Michigan 
near the foot of Lincoln Park and 
is owned by the same company that 
operates the well-known Blackstone 


hotel in Chicago. 
* * * 


Jobbers Take on 
Estate Line 

The Estate Stove Company recently 
established connections with distrib- 
utors who cover western territory as 
follows: Listenwalter & Gough, Inc., 
Los Angeles, Cal., distributors for 
lower California and Arizona; Alex- 
ander and Lavenson Electric Supply 
Company, San Francisco, distributors 
for upper California and Nevada, and 
North Coast Electric Company, Seat- 
tle, Portland and Tacoma, distribu- 
tors for Alaska, Washington, Oregon 
and northern Idaho. 
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Tell Your Customers About This 
Sales Producing Display 


(We Send It Free) 


HIS display is, we believe, one of the most 
forceful sales producers yet offered. We 
know you will agree with us when you see it. 

It is more than an attractive and compelling 
show screen, it is an 
actual demonstrator of 
electrical devices. It 
the dealer an 
sell 


large quantities of 


gives 
opportunity to 





these double service, 





MADE OF 
CONDENSITE 


life time plugs with 
practically no effort. 

And in addition it 
shows the advantages on his line of electrical 
appliances and how the buyer can make them 
really convenient. It helps to sell three or four 


different items of merchandise. 


GEORGE RICHARDS 


Dept. 16—557 West Monroe Street 


George Richards & Co., 
344 E. 40th St., 
New York City. 


HEMCO 


WINALITE 


[The Plug With the Red Arrow | 





New England Agents: 
Pettingell-Andrews Co., 
Boston, Mass. 


We suggest that you ask the head of your sales 
department to write us for one of these displays 
so that you can see it and know how practical it 
is; how it will help those you sell. 

Then if you believe 
we have developed a 
real selling help, rec- 


ommend its use among 





your customers. Also 
watch this magazine 
for details of gold 





WILL LAST 
A LIFE TIME 


prize window display 
contest to be held dur- 
ing April and May. 

both 


any 


There’s 


these Twin-Lite plans. 


genuine assistance to you in 
Write and ask us 
questions or request any information you may 


want. 


& COMPANY 


CHICAGO, ILLINOIS 


Pacific Coast Agents: 
Geo. A. Gray Company, 
589 Mission Street, San Francisco 
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Notes About Jobbers 


Central Division Jobbers 
Convene in Chicago 

The central division of the Elec- 
trical Supply Jobbers Association held 
its quarterly meeting on Tuesday, 
March 15, in the Congress hotel at 
Chicago. It seemed to be the con- 
sensus of opinion among attending 
members that this was one of the best 
meetings that the division has had in 
some time. Many discussions appro- 
priate to conditions and the times were 
brought up for discussion and many 
divergent opinions and ideas were ex- 
pressed. Also many suggestions of 
value were exchanged. The substance 
of the meeting, however, seemed to 
center around the fact that if 1921 is 
to be made a prefitable year for the 
electrical supply jobber he must go 
out after business strong and devise 
every possible means and scheme to 
obtain new business, which most of 
the jobbers seemed to believe is here 
to be had if it is systematically gone 
after. This, of course, applies more 


strongly to appliances, or specialties, 
than staple lines, inasmuch as it was 
agreed that not much could be done 
toward pushing supply lines until 
labor took the wage reduction coming 
to it, thus allowing building to resume. 
Other topics of vital importance at 
this time were also introduced and 
subjected to discussion. 

* * * 
A. T. Knowlson Co. 
Makes Additions 


A. T. Knowlson Co., 415 East Con- 
gress street, Detroit, Mich., has taken 
over the second and third floors of the 
building in which it is located thus 
tripling the warehouse space at that 
address. The Knowlson company 
formerly occupied only the first floor 
and basement but maintained two other 
separate warehouses. The acquisition 
of this space will reduce the number 
of warehouses to two thus giving them 
a better opportunity to centralize their 
stock and render increased service. 
The heavy materials will be kept in 











So this is the Tafel family! Yep, them’s it; but there are some that say that 
Paul Tafel, president of the Tafel Electric Co., Louisville, ‘Tenn., is a rather young 
man to have such a large family. This is a photo of the Tafel organization taken 
at the company’s third annual dinner on Dec. 23rd last. In the foreground from 
left to right are Mr. and Mrs. E. C. Monheimer: Ed is secretary of the company. 
Next come Mr. and Mrs. Paul Tafel (Mr. Tafel is really president, but Mrs. Tafel 
pulls the strings). And on the right is Will Link, vice-president and treasurer (Mr. 
Link is trying to kid the trade into believing he’s asleep on the job, and, though he 
isn’t in business, he may be socially, because he’s a bachelor). The inside organization 
sits at the left table, the sales force at the right and those who “deliver the goods” 


are in the rear. 





Robert S. Eames, who has been con- 
nected with the sales department of the 
Bryant Electric Co., Bridgeport, Conn., 
since 1906 and serving as sales manager 
since 1915, has been appointed general 
sales manager of the company. Mr. 
Eames is a graduate of Union College, 
Schenectady, N. Y., and of the Albany 
(N. Y.) Law School. He served as cap- 
tain in the Connecticut State Guard from 
1917 to 1920, and is a member of The Old 
Guard, First Cavalry, N. Y. N. G. He 
is also vice-president of the University 
Club of Bridgeport, president of the Ex- 
port Managers Club and a member of the 
governing board of the Bridgeport Ora- 
torio Society. 





the warehouse where they are now 
housed. The additional floor space 
covers a total area of 14,000 sq. ft. 
The executive offices will be moved to 
the second floor while the sales depart- 
ment will be located just inside the 
entrance on the ground floor. The 
company has adopted the new ware- 
house system of marking the floors off 
into sections and labeling each section. 
It has also adopted a new card system 
of stock-keeping. These two new fea- 
tures will materially reduce the cost 
of inventory and the time it takes, says 
John Georgi, assistant sales manager. 
The A. T. Knowlson Co. has made 
rapid strides in the past few years. 
Fred Lafferty, popular and adept at 
all outdoor and indoor sports, is vice- 
president and general sales manager. 
* * * 

Iron City Electric Co. Starts 
Sales Promotion Department 

Iron City Electric Co., Pittsburgh, 
Pa., has-started a sales promotion de- 
partment, the activities of which will 
be directed by J. H. Van Aernam. 

The purpose of the department will 
be to promote and further cement re- 
lations between the Iron City Electric 
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No electrical home is complete unless equipped for summer 
time comfort— 


Hot weather and good 
campaign material 


will sell G-E Fans 


this year 


Weather predictions indicate a hot sum- 
mer—this and the home electrical campaigns 
all over the country will have a powerful 
influence on fan sales. G-E national adver- 
tising, also, will back the publicity of local 
dealers. 


Show your dealers and prospects for fan 
contracts the wealth of excellent material 
which has been planned for their 1921 G-E 
fan campaigns. Don’t fail to explain the 
fifty-fifty advertising plan outlined in the 
G-E campaign folder. 


By the way, have you a copy? 


eneral@Electric 
came Compa NY B22 
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THE SATURDAY 
EVENING oe 


An Illust 
ounded Ao D! ek ty Ww 


6,402,725 Prospects 
Reached by these 
National Publications. 
Saturday Evening Post 

Circulation 
Ladies’ Home Journal 

Circulation 1,972,819 
Sunset 

Circulation 140,602 
Woman’s Home Com- 

panion 

Circulation 1,392,218 
Good Housekeeping 

Circulation 
Outlook 

Circulation 105,340 


The Trade will be influenced by these Lead- 
ing Electrical Publications. 
ELECTRICAL MERCHANDISING 
ELECTRICAL WORLD 
JOURNAL OF ELECTRICITY 
THE JOBBER’S SALESMAN 
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An Advertising Campaign 


THAT WILL INCREASE YOUR SALES! 





Our Job and Yours 


OVER six million possible buyers of heating appliances will be reached 

with sales-compelling Hotpoint advertisements throughout the year 
1921. The strongest and most influential popular mediums have been selec- 
ted to carry the Hotpoint message to the public and liberal space has been 
contracted for in each. 


Also, through the leading trade publications the trade is being advised of \ 
the campaign. Dealers are being told how to cash in on this national adver- 
tising and how to use the sales helps we furnish. 


U4 


Ye) 


This advertising campaign—the most comprehensive ever undertaken 
by a heating device manufacturer—will mean increased sales for every 
Hotpoint dealer. Just how much depends upon his own co-operation. For 
you it means that Hotpoint appliances will be easier to sell than ever. 


To manufacture a product of quality and to tell the public about it is our 
job. Your job is to help your dealers cash in. See that they are prepared to 
meet the demand and that they feature Hotpoint appliances, and that they in- 
telligently use the helps we have to offer. 


ML 


Whether you travel in Maine or California, Texas or Canada, Hotpoint 
national advertising is paving the way for you and your dealers. 


Our success depends upon yours, so let’s travel the road together for a 
banner Hotpoint year. 


EDISON ELECTRIC APPLIANCE CO., Inc 
5660 WEST TAYLOR STREET 
CHICAGO 
NEW YORK ONTARIO, CALIFORNIA ATLANTA 























‘on 


ig: eS) Hotei > 


ean oe 





wea 


le Fol Eg ae 



























48 THE JOBBER’S [A] SALESMAN 
f— 





Co. and It will be the 
endeavor of the company and Mr, Van 
Aernam to work out the Goodwin plan 
as relating to the jobber and dealer. 
For the past eight years Mr. Van Aer- 
nam has been with the General Elec- 
“tric Co. at Schenectady and Pitts- 
He is just recovering from a 


its dealers. 


burgh. 
severe attack of the grippe which 
threatened for awhile to develop into 


pneumonia. 
* * * 


Bill Hake Now With 
Roberston-Cataract Co. 

William S. Hake, formerly with the 
Dauphin Electric Co. of Harrisburg, 
Pa. is now located with the Robertson- 
Cataract Electric Co., of Buffalo. In 
his new capacity Mr. Hake will have 
charge of the lighting department. 
His experience in industrial and com- 
mercial lighting covers a wide period. 

% & & 
New York Jobbers Form 
Electrical Jobbers’ Club 


About 
formed Electrical Jobbers Club met 
at the Hotel Breslin, New York City, 
on the evening or March 1, for dinner 


40 members of the newly 


and an evening of discussion which 


lasted until a late hour. This was the 
first monthly meeting since the for- 
mation of the club Feb. 1, at which 


time an amalgamation was made of the 


_ ply of new catalogs No, 211. 


Electrical Club of New York and the 
Metropolitan Jobbers Association. 

The Electrical Jobbers Club now 
has 57 members. Meetings will be 
held the first Tuesday of every month 
at which questions of general interest 
to the jobbers of the ‘Metropolitan 
District’”” of New York will be dis- 
cussed. 

The officers of the Club are: Presi- 
dent, W. J. Kranzer, Crannell, Nugent 
& Kranzer, New York City ; vice-presi- 
dent, H. H. Kabat, Independent Elec- 
trical Supply Co., New York City; 
treasurer, M. Rutkin, M. Rutkin, 
Newark, N. J. A permanent office 
is maintained at 47 West 34th street, 
New York City, directed by W. J. 
Kreger, Secretary. 

* * * 


Milnor Electric Co. 
Issues New Catalog 

The Milnor Electric Co., 129 Gov- 
ernment Square, Cincinnati, Ohio, has 
just received from the printers its sup- 
J. Nol- 
loth, assistant manager of the com- 
pany, says in commenting on the cata- 
“We have tried to 
book one of real value, taking into con- 


log: make our 
sideration that the most conveniently 
arranged catalog would be the most 
used.”” One of the most notable im- 


provements this company has made in 








Novel booth of the Havens Electric Co., Albany, N. Y., at the automobile show 


held in Albany recently. 


As can be seen the front of the booth represents the front 


of an automobile and the products featured consisted of storage battery service 


station equipment. 
tric Co. 


The exhibit was planned and laid out by the General Elec- 


Here is the story in a picture of the 
chance a young man has in an electrical 
jobbing house. These three smiling coun- 
tenances can be seen any day in the offices 
of the Iron City Electric Co., Pittsburgh, 
Pa., or out somewhere on the company’s 
territory. On the left is W. H. Bechtold, 
general sales manager, and beside him are 
T. E. Pfischner and W. M. Kline, the 
firm’s star salesmen. All three have risen 
from the stockroom to their present posi- 
tions and each is a stockholder in the 
company. 





its catalog is the addition of a list of 
manufacturers which the company rep- 
resents. This list occupies a full page 
in the front of the book. Much other 
useful information is also incorpora- 
ted into this up-to-date reference work. 
The Milnor Electric Co. recently 
moved its offices and store to the above 
address. It was formerly located at 
124 East Fourth Street. L.T. Milnor 
is head of the firm. 

* * * 
Illinois Electric Company 
Inaugurates Lamp Department 


In line with the rapid strides that 
have been made in artificial lighting 
in the past few years, the [Illinois 
Electric Co., 314 West Madison Street, 
Chicago, has instituted a new lighting 
department under the direction of T. 
A. Brooke. D. R. Detwiler, formerly 
with the Westinghouse Lamp Co. in 
the southwestern territory, will act as 
lighting specialist under Mr. Brooke 
and will take care of all outside work 
in conjunction with the general sales- 
Fred Williamson of the Peerless 
Lamp Division of the National Lamp 
Works will aid Mr. Detwiler in his 
T. A. Brooke or Tom as his 
wide circle of friends know him is one 


man. 


work. 


of the “old timers” in the lamp busi- 
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BRASCOLITE 


PATENTED AND TRAODE-MARK REGISTERED 


The Ideal Light for Every Purpose 


Three Features that 
Form the Basis of Its 
Wonderful Success 


Better Light—Fewer Units—Less Current 
Consum ption—there is the whole secret of Bras- 
colite’s wonderful achievement. 


The high efficiency of Brascolite is due to its perfected principle of diffusion plus 
reflection. The light rays are both diffused through the suspended glass bow] and 
reflected by the white plane above the lamp — resulting in a clear, soft, white 
light, a near approach to daylight itself. Because of its better light, fewer units 
and less wattage are required to properly light a given area. 


Brascolite is the scientifically correct lighting fixture for every purpose. Easy to 
install, easy to clean and easy to maintain at low cost. It is made in a wide vari- 
ety of designs and sizes which perfectly adapt it to every style of architecture and 
to every kind of building, commercial, public or private. 


Jobber’s salesmen who push Brascolite hive mighty little pushing to do—its proved 
efficiency and economical service have made—and are keeping it—the largest sell- 
ing lighting fixture in the world. 


It is your privilege to call upon our Engineering Department at any time for serv- 
ice or advice in connection with any lighting requirement. 








ae LUMINOUS UNIT COMPANY 


ee Division of the St. Louis Brass Mfg. Company, ST. LOUIS, U. S. A. 
manufacture in BRANCH OFFICES: 
, Sales and Service 
Metal stampings Atlanta Boston Cincinnati Chicago Denver Detroit 
— enamel- Kansas City Los Angeles Minneapolis New York New Orleans 
Machining an 4d Philadelphia Pittsburgh Seattle 
Spinning Canadian Distributor: Northern Electric Co., Ltd., Montreal. 























Brass and Alum- 





inum Founding 


“ipolishing Better Lights - Fewer Units 
Less Current Consumption 
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ness his experience in this field dating 
back some 20 years. Tom predicts 
that the co-ordinated efforts of 
Williamson and Detwiler will make 
the trade in Chicago territory sit up 
and take notice. A prize of an Elgin 
watch has been offered the salesman 
showing the largest increase in light- 
ing sales during March, April and 
May. 
* * * 

Western Electric Holds 
Sales Conference at Chicago 

The Western Electric Co., 500 
South Clinton street, Chicago, held on 
February 7, 8, 9 and 10 in conjunc- 
tion with its sub-houses in Milwaukee, 
Grand Rapids and Indianapolis a sales 
conference of all its salesmen. This 
included all city salesmen at these 
branches and men covering the states 
of Indiana, Iowa, Illinois, Michigan 
and Wisconsin. The principal ad- 
dresses were made by Walter Hoag- 
land, sales manager, and B. H. Frick, 
assistant sales manager. The various 
specialists also made talks followed by 
discussions an their subjects. The 








We will all join in in singing “Just Be- 


. fore the Battle, Mother.” L. J. Harvey, 


sales manager for the Miller-Seldon Elec- 
tric Co., Detroit, Mich., is shaking hands 
with P. B. Gilroy, Detroit representative 
for the American Steel and Wire Co., 
before giving him h—! for selling him 
(Harvey) a load of wire just before the 
price of copper dropped a short time ago. 
Oh well, did you ever notice how prize 
fighters shake hands before making mush 
out of each other? 


mean 


purpose of the conference was to give 
the men a better understanding of 
Western Electric lines and the com- 
pany’s sales policies. Methods for the 
coming year were also gone over in 
detail. Another important feature of 
the meeting was the discussion of a 
wire campaign being put on by the 
Western Electric Co. in conjunction 
with the Habirshaw Electric Cable Co. 
Extensive advertising is being done by 
both companies and specialists of the 
manufacturer are combing the country 
thoroughly working with and for the 
Western Electric salesmen. 
* * * 

Central Electric Installs 
Permanent Lighting Exposition 


In conformation with the program 
of the National Electric Light Associ- 
ation and the trend of advancement 
in industrial and commercial lighting, 
the Central Electric Co. of Chicago 
has installed in its conference room 
a premanent lighting exhibit at which 
demonstrations are made every Tues- 
day evening. Members of some civic 
or industrial organization are usually 
the guests of the evening and the 
salesmen avail themselves of this op- 
portunity of showing their prospects 
the contrast between modern and anti- 
quated lighting installations. The at- 
tendance ordinarily runs between 50 
and 100 and all are of one opinion as 
to the good that can be derived from 
the demonstrations and the talks 
which are delivered by A. L. Aron- 
berg, head of the lighting department. 
On Tuesday evening, March 8, the 
Chicago section of the Illuminating 
Engineering Society was the guest of 
the evening. 

* * * 
Central Telephone & Electric 
Co. Occupy New Quarters 

The Central Telephone & Electric 
Co. of St. Louis, Mo., has found it 
necessary to move to more spacious 
quarters at 2018-2020 Locust street 
where the company will occupy the 
entire building consisting of four 
stories and a basement. Every facil- 
ity that lends to better service is pro- 
vided in the new building. F. D. 
Phillips is president of the company 
and Jules F. Hensgen is sales man- 
ager, both 3f whom give to their 
loyal and aggressive sales organiza- 
tion much credit for the company’s 
advancement. Most of the salesmen 
have been with the company between 
10 and 15 years and have built up a 
large clientele. 


Stuart Walters Returns 
To Illinois Electric Co. 

Stuart Walters, in earlier years with 
the Illinois Electric Co. of Chicago and 
more recently with the United States 
Electrical Supply Co. of Peoria, has 
returned to the fold of the former or- 
ganization and will cover the Missis- 
sippi river territory around the cor- 
ners of Illinois, Iowa and Wisconsin. 
Stuart has caught the spirit of 1921— 
the first day he reported for duty he 
brought an order with him. 


* * * 

Carter Electric Holds 
Merchandise Conference 

The Carter Electric Co., Atlanta, 
Ga., is greatly enthused over the out- 
come of its most recent merchandising 
conference for its dealers held in con- 
junction with the General Electric 
Co. and its subsidiaries Feb. 21 and 
22. The notable feature of this con- 
ference was the fact that 238 con- 
tractor-dealers were in attendance 
this year in contrast with an attend- 
ance of 25 at the company’s first meet- 
ing four years ago. 














Tom Carberry (on the ladder), and Joe 
Rogers, his support, both salesmen for 
McCarthy Bros. & Ford, Buffalo, N. Y., 
didn’t bring home any orders so sales 
manager Jim Munhall told them that if 
they didn’t know how to sell they could 
go down stairs and clean off the windows 
so that the trade could see what they had 
to peddle. Going to start off with a clean 
slate as it were. “We knew we'd have to 
work for a living this year,’ chorus Tom 
and Joe (not Jerry), “but whoever 
thought it would come to this. 
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Ten months ago this electric iron 
was introduceato the trade under 


the name STAHOT 


A different iron, Sold on a strictly 
quality basis, at % fair price, it 
was natural that inten months it 
should jump into wid& popularity. 








It has developed that the name 
STAHOT, which was ®hosen 
because it so aptly describeckthe 
heat-holding qualities of this iro 
can not be fully protected by 
United States Registry. 


Rather than jeopardize its future, 
we have decided to re-name our 
product. At the same time we 
want electrical retailers and their 
salesmen—particularly the latter 
—to know the “whys” and 


‘“‘wherefore’s” of STAHOT, to 
‘get’ its superior advantages. 
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Right Name 
for this Iron 





And to stimulate them in so 
doing, we will pay the sum of 
$250.00 (two hundred fifty dol- 
lars) cash, to the man or woman 
engaged in the electrical business 
(jobbing, retailing, or with cen- 
tral station) for the best name 
that typifies or deseribes the 
merits of this STAHOT iron,— 
of which details are described on 
the next page of this insert. 
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Here are the features that 
this iron different—and better: 


This iron is a soapstone electric iron. Look 
at the diagram of its construction; note 
the soapstone body (a perfect insulator) 
is grooved like the figure ‘‘8"’ so that heat 
is properly applied to every portion of 
the ironing surface. These grooves are 
cut so that the inner or deeper section, is 
greater than at the opening. Thus lock- 
ing the hardened cement into the soap- 
stone body. 


60% of the heat is generated in the fore- 
half of the iron, making the point hotter 
than the heel. 


Soapstone being a non-conductor, can 
come in contact with the heater wire in 
perfect safety. 


Alundum cement is laid over wires filling 
the grooves. This cement is baked at the 
factory until it is set hard and vitrifies 
harder and harder as the iron is used. 


The wire is sealed entirely away from 
the air (wire guaranteed for 2000 burning 
hours, made by Electrical Alloys Co.) 
meaning long life and high efficiency. 


Soapstone construction permits rigid con- 
tact pins solidly mounted into the heating 
element making a self-contained easily 
replaceable unit. 


X-ray illustration showing how coiled heater-wire is laid 
in grooved soapstone. Note permanent contact points 


The iron base-plate draws its heat from 
the soapstone body (heat reservoir). Soap- 
stone being slightly lighter than iron, 
STAHOT achieves its weight (six pounds) 
by having a larger and heavier base cast- 
ing. This means 5% more ironing surface, 
puts the weight where it should be, at the 
bottom of the iron, rather than above it. 
The perfect balance of the iron is appre- 
ciated by every user. 


There is a dead air space between the 
outer shell and the soapstone body which 
keeps the heat from the handle-grip, heel- 
rest and supports. 


This type of construction permits easy, 
quick assembling and disassembling. The 
removal of two acorn nuts permits the 
entire body to be removed and a new one 
replaced immediately. 


Here are the contest conditions: 


The name must be original so it can be regis- 
tered and protected in the usual manner, with- 
out infringement. It should be short—easily 
read, and have the qualification of remaining 
in the memory. 


Above all it must describe the fundamental 
points of this iron—chiefly the fact that it is a 
‘soapstone”’ iron, holds its heat longer, and is 
a quality product. There is no limit to the 
number of suggestions that may be sent in. 


Names may be one, or compound words. 
Prize winner will be selected by a committee 
composed of representatives of Electrical 
Merchandising, and other trade publications, 
and officers of this Company. ALL SUGGES- 
TIONS MUST BE RECEIVED AT YORKTOWN 
HEIGHTS ON OR BEFORE APRIL 6th. 


Print name legibly and be sure and add 
sender’s full name and address and company 
with whom employed. 


In the event of two or more persons submitting the name selected as the best, each will receive the full amount of the prize offered 


NOTE: STAHOT is being sold through the electrical trade, at the list price of $8.00. Dealers should write for sample irons for 
tests, and for discounts, direct to ‘ 


THE STEATITE ELECTRIC PRODUCTS CORP. 


YORKTOWN HEIGHTS, N. Y. 
“STEATITE, the geological name for soapstone ”’ 
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Tried and Found Good 


Pity the poor public! It must be 
dizzy indeed trying to keep abreast of 
such kaleidoscopic changes of front. 
In the shoe business, clothing, auto- 
mobiles, and what not else, the gen- 
eral practice is for the retailer, the 
dealer, to select a make that he has 
confidence in and push it year after 
year, without letup. And the wisdom 
of that course must be apparent to 
all. 

“Not until goods are sold to the 
dealer on the basis of quality and 
service can we expect him, in turn, 
to pass them along to the public on 
that same basis. And not until the 
dealer does become a real merchan- 
diser, selling to the public on the 
basis of quality and service and mak- 
ing those things justify the price 
asked—not until that time, I say, will 
our earnings, our business, as job- 
bers’ salesmen reach a worth-while 
level. I can make my point clear, 
perhaps, by referring to an experience 
I had with a dealer who was among 
the first I called on after joining the 
Western Electric Company, in 1917. 

“IT can describe him in a word—a 
‘storekeeper.’ Despite the precarious 
state of his business he was trying 
to help a younger brother through 
medical school. He was ambitious 
enough, this dealer, but he simply did 
not understand the fine points of what 
he was trying to do. And I wasn’t 
at all satisfied with the showing he 
was making with such of our goods 
as he was handling. 

“Right away he wanted me to do 
something to boost business for him— 
a demonstration, special advertising, 
or something of that sort. ‘And 
what,’ I asked him, ‘are you going to 
do by way of holding up your end in 
thig drive for business that I’m asked 
to conduct for you?’ He didn’t get 
my point at all. 

“Look here,’ I said, ‘suppose that 
I were to tell you where a lot of pre- 
cious stones were secreted in a cave 
across the river. And suppose, fur- 
ther, that I suggested our swimming 
over, making a raft, and bringing the 
treasure back with us. And then sup- 
pose that when it came to the actual 
doing of the thing it was discovered 
that you could swim but a few 
strokes—you wouldn’t have the cheek 
to expect me to do your share of the 


(Continued from page 6) 


swimming and my own, too, and then 
whack up with you, would you?’ 

““No,’ he said, ‘of course not. But 
I don’t know what you are getting at. 
What do you mean?’ 


cee 


You’re asking me,’ I told him, ‘to 
spend a lot of the Western Electric 
Company’s money to bring customers 
to your store. But I'll tell you 
frankly that your business methods 
are so indifferent that you simply 
could not cash in on that co-operation 
in a way that would be satisfactory 
to us or to you. The Western Elec- 
tric Company will “swim the river” 
with you any time, but you can put 
it down right now that we are not 
going to do all the swimming. We 
are, though, willing to help you learn 
how to do you part, and we'll begin 
any time you say. 

“That phazed him, although it still 
was not quite clear to him what I was 
driving at. So I tried another tack. 
‘Your brother,’ I said, ‘is studying 
medicine—why doesn’t he just hang 
out his shingle and begin taking in 
the shekels at once? 

“Don’t you realize, I asked, ‘that 
merchandising is fast becoming a pro- 
fession, and that success must be 
planned and worked for with intelli- 
gent and persistent effort?’ Well, to 
make an end of it, that man finally 
came to see the opportunity that was 
before him to enjoy if he would make 
himself worthy. He’s doing it, too. 
He’s planning to move onto the best 
shopping street in his city, and when 
he gets there it will not take him long 
to get his roots down deep enough to 
insure his weathering any business 
droughts that may come his way. For 
he is fast becoming an expert mer- 
chandiser. Incidentally, that pif- 
fling little account of his that I didn’t 
care whether I lost or not, that first 
time I called on him, has grown in 
pace with his improvement in mer- 
chandising ability; and I would not 
lose it now for a good deal. I’m not 
fearful of losing it, either. 

“To my way of thinking, the job- 
ber’s salesman and the dealer would 
both be the better for a bad case of 
salesmanship. It’s true, isn’t it, that 
unless I have a contagious disease my- 
self I cannot affect others with it? 
Well, this thing of having faith in a 
line, or an article, of merchandise can 





be discussed in the same terms that 
we use in referring to a contagious 
disease. 

“Many salesmen, instead of being 
strongly affected with a belief in their 
house and the things they are selling, 
have merely a slight trace of a few 
very mild symptoms. And, sticking 
to the figure, their prospects are too 
healthy to be affected by coming in 
contact with them. So it behooves the 
salesman to be sure that he has the 
disease of salesmanship in its strong- 
est, most virulent form. 

“How can the jobber’s salesman, 
the dealer, know when he is properly 
afflicted with a belief in the things he 
sells? His belief in the things he 
sells must be so complete that he 
aspires to use, and does use, as many 
as possible of them in his own home. 
And things are like friends—a man 
should want only such as he can take 
into his home, or, at least, take pride 
in owning. 

“Unless a man has confidence in the 
things he sells he cannot sell them 
successfully. And when a man does 
properly understand and value the 
service and quality of the things he 
sells, be he jobber’s salesman or 
dealer, he will contrive somehow to 
make his customers do likewise. An 
experience of mine while handling 
ranges for the Northern States Power 
Company, Minnesota, will illustrate 
the point I wish to make. 

“A lady—I’ll tell you her name, 
but I would not want it to appear in 
type—came in with all the appearance 
of being a good prospect for an elec- 
tric range. But she cooled our ardor 
about selling her at once, by saying 
that a neighbor of hers had one and 
was complaining that it was very ex- 
pensive to operate. It was my policy 
not to sell a range until sure that the 
purchaser would use it efficiently; I 
found that the best of all insurance 
against complaints. 

“Now with a little practice it is 
possible to make a very accurate esti- 
mate of just how capable a woman 
will be in operating an electric range, 
simply by noting her ability as a 
housekeeper generally. So, on the 
pretext of seeing if there was room 
in her kitchen to install the range she 
had been looking at, I contrived to 
drop in on her about an hour before 
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lunch time. What I saw of her house- 
keeping methods convinced me that if 
she were permitted to have a range 
at that time she would operate it so 
carelessly that the cost for current 
would be away above normal. 

“We decided to sell her by what 
you might call a negative sales effort. 
It works well in selling to dealers, 
too; that’s why I’m explaining it in 
detail. We would tell her of some 
special service that the range per- 
formed, and then qualify that by add- 
ing that conditions would be just the 
reverse of that unless she in turn 
operated the range according to in- 
structions. We stalled her off from 
buying for a month or more, until we 
felt reasonably sure that she would 
follow our directions absolutely in 
operating the range. 

“They have a block rate out there, 
and when I let her have the range I 
told her that if her combined bill ex- 
ceeded $13 monthly, providing she 
was following directions about the 
operation of the range, I would take 
it off her hands at once. And I put 
the figure high enough to allow myself 
a reasonable leeway. Well, sir, at the 
end of the first month she phoned for 
me to come out and see her; I went 
about half expecting to meet a com- 
plaint. During the month she had 
baked twelve cakes and twenty-four 
pies and cooked right along for six 
people. Her bill for the month for 
everything was $6.50. 

“Had we let her have the range 
when she first wanted it her bill prob- 
ably would have been away up, and 
we would have had a dissatisfied cus- 
tomer to cope with. I have used 
precisely the same tactics in taking 
on a new dealer account—telling him 
of the success that he could make with 
our line, and then hinting that he 
probably would fail to do that, though, 
because of his neglect of the neces- 
sary merchandising requirements. It’s 
funny about that, but it almost always 
acts to spur a dealer on to make 
improvements in his merchandising 
methods that he otherwise would have 
neglected. 

“Every man who sells has his own 
pet idea, I suppose, about what are 
the really vital things in salesman- 
ship. Many men, many different 
ideas, too, undoubtedly. For myself, 
the most important essential is to 
understand the prospect’s point of 
view and his requirements that supply 
his need for the thing I have to sell. 

“When the salesman understands 





the prospect’s needs and can demon- 
strate as much, he at once puts him- 
self in the position of a counsellor, 
rather than a salesman, and sells on 
that basis. It goes without saying, 
of. course, that he must know his 
goods. But the vital thing is to dis- 
play familiarity with the requirements 
and conditions under which the pros- 
pect will make use of those goods. 

“We take it for granted that the 
doctor understands the characteristics 
and potencies of the drugs he uses, 
don’t we? But what we want to be 
sure of is that the doctor understands 
our malady and the strength and 
weakness of our physical being. 
Otherwise we'll have none of his 
medicine. 

“Now, I like to sing, and have spent 
considerable money with various teach- 
ers. But the teacher who did me the 
most good and to whom I paid the 
greatest sum is a man in Chicago. He 
always contrived to know more about 
John Portley’s needs, and to prove 
that he did, than I knew myself. And 
that, I contend, is the very essence 
of good salesmanship. 

“It will be helpful to the salesman, 
too, if he will cultivate the habit of 
jotting down all that he learns about 
the prospect’s business, hobbies, preju- 
dices, and so on, that can be learned 
in talking with him, or otherwise. 
Strange as it may seem, the prospect 
seldom retains any very clear recollec- 
tion of having mentioned these things, 
they just having slipped out during 
the course of general conversation. 
But they prove a wonderful help to 
the salesman later on in demonstrat- 
ing the necessary understanding of 
the prospect’s point of view. 

“A somewhat ridiculous experience 
of mine out in Minneapolis will serve 
to illustrate what I’m getting at 
exactly. A lady came into the display 
room of the Minneapolis General Elec- 
tric Company to inspect an electric 
range. I was sitting at my desk in 
my office, where she could see me as 
she passed. And:it so happened that 
just at that moment I was deeply ab- 
sorbed with some business problem or 
other and was staring blankly out into 
space. 

“Well, sir, this woman was some 
sort of a psychic or medium, and 
something about that blank stare of 
mine convinced her that I was long 
on that mediumistic stuff myself. 
Having made such inquiries as she 
desired about the range, she mentioned 
me to the salesman who was waiting 





upon her and said she thought I was 
psychic, and that she wanted to meet 
me. He assured her that I wasn’t 
even psychic enough to supe with a 
fake hypnotist at a county fair, but 
she insisted that she was right, and 
that if I didn’t know I was psychic 
I should be told of that fact at once. 
So he had me come out and meet her 
and hear the glad tidings. 

“Her name went down on our pros- 
pect list, of course, and the salesman 
called again and again to try and 
close with-her. Finally I asked him 
why she had not bought. After hem- 
ming and hawing a bit he finally let 
out that she seemed more desirous of 
talking about this great psychic power 
she thought I possessed than she did 
to discuss electric ranges. And he 
urged me to go along with him and 
see if I could close the sale. 

“So we jumped into the car and 
motored out to her house. He was 
right. She got onto the psychic stuff 
right away, insisting that I had 
capacity for developing into a won- 
derful medium if I would cut out meat 
and study hard. Then she went into 
a trance and told my fortune, and the 
salesman’s, too. So I thought it was 
about time then to put on a little 
demonstration of my own. 

“I told her that I had wondered at 
times if perhaps I did possess unusual 
psychic powers, and suggested that I 
felt as though I was going into a 
trance, or something of that sort, that 
very moment. I did, too—relaxed, 
closed my eyes, breathed irregularly, 
twitched—copied her style to a hair, 
in fact. Then I said that a series of 
hazy pictures were passing before my 
mental eye and telling me much of her 
past and future. I mentioned a very 
bad fire that had occurred, evidently 
enough, through her trying to use a 
gasoline stove and the financial loss 
that ensued, and a lot of other things 
having to do with her past. Then I 
said that I could see her, all smiles 
and happiness, her mind serene, the 
cooking being done in a manner to 
tempt an epicure—-and one of our 
electric ranges acting as the genie that 
had brought all this happiness to her. 

“It cost her something over one 
hundred dollars to witness that per- 
formance of mine, that being the price 
of the range we sold her. But she 
received a perfectly correct reading, 
especially as regards her past. For 
all the things I told to her I learned 
by looking over the records of the 

(Continued on page 68) 
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A HUBBELL CURRENT TAP 


(iD (@ (IE CE OF 


Your dealérs can sell as many Hubbell Te-Taps as their customers have 
rooms. An extra current outlet is needed in every room in the house, even 
if there is nothing to attach but a vacuum cleaner. The public will buy; 
it’s merely a question of showing them what to ask for. 


‘“‘Te-Tap” is a name we have coined to signify our line of standard current 
taps. / Te-Tap No. | is Pull Socket Current Tap List No. 3190. It fits any 
medium screw socket, is threaded for shade holder, and hangs vertically. 
The side outlet has Te-Slots, which take any standard cap with parallel or 
tandem blades. That's why we call it a ‘“Te-Tap.”’ 

National advertising is telling people about this name—this line—and what 
they mean in convenience and comfort. Take advantage of this ready ¥ 


T You can self this 6 


HUBBELL Tetapten 


When they sell a toaster, iron, washing-machine, or other electrical appliance, they 
can sell a Te-Tap too! Here they are, 10 devices—one for every need: 4 dif- 
ferent Te-Taps, 2 kinds of Te-Caps, a Te-Plug, a Pull Socket Plug, a Cord Con- 


nector, and a Signalite—10 chances to make a sale. 













Each device is in a neat carton, printed in 4 colors—packed in a handsome display 
container which will stand upon your dealer's counter. Every 
device is illustrated, its use suggested. Printed matter with 
your dealer’s name on it, invites the public to buy, not one 
device, but to equip their homes, garages, workshops, factories, 


with Te-Taps, Te-Caps, Te-Plugs. 
Write us today for the proposition. 


All Standard Plugs---Caps 
Fit HUBBELL Te-Taps 











Tefap| Tefap | TeT7ap Twin 


Triplex | Twin | Cord |Signalite 
N91 N92 N93 TeTap K 


TeXap | Te Plug {Connector 
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Increase Your Lighting Sales 


Try for variety in the lighting ef- 
fect if the number of convenient out- 
lets and control will permit, so that 
bright light is possible if there is to 
be a gay party, or restful, not too 
bright light is possible if pater fa- 
milias wants to doze before the fire 
after supper. 

Imagine yourself as the one who is 
going to live in that room and then 
light it for the maximum of comfort. 
With that, you come to the point of 
picking out the lighting units and fix- 
tures. Knowing what the fittings of 
the room are you will pick out lamps 
and fixtures of designs that will har- 
monize and of practical application in 
smothering out glare. 

And now comes the chief point in 
obtaining artistic lighting, the consid- 
eration of color. It is the most diffi- 
cult lesson of all for the would-be 
lighting artist to learn and failure or 
success turns upon the ability to 
learn it. 

In general, choose colors that get 
along peaceably together, and the only 
way I can explain the meaning of that 
is to tell you to avoid the color com- 
binations that are usually employed in 
men’s neckties. Remember that red, 
orange and yellow and their various. 
tints are warm, cozy colors; that 
greens, blues and violets are celd col- 





(Continued from page 11) 


ors, but that they are frequently use- 
ful for restful effects. In general, the 
warm colors may be employed to best 
advantage for decorative lighting, 
probably because it is natural to asso- 
ciate light and heat in the mind. 
However, avoid the too liberal use of 
any “loud” color. A spot or patch 
here may be pleasing, while a whole 
room full of it will give one the willies. 

Stay away from the published 
tables, showing what colors harmonize 
and what colors don’t. They are a 
snare and a delusion. 

Nature, somehow or other, has a 
knack of picking the right shades of 
those colors so they blend perfectly. 
You, doubtless, have heard that blue 
and green get right up and pull each 
other’s hair when they are put side by 
side and it’s perfectly true of most 
blues and greens, yet there are cer- 
tain shades of blue and green that go 
together just like wheat cakes and 
maple syrup. 

There’s really only one way to get 
color sense, if you haven’t been blessed 
with it by nature, and that’s to study 
color. Look for color combinations 
that appeal to you, analyze them and 
file them away in your memory for 
future reference. Get in touch with 
folks that know color harmony and get 
their ideas. 


There is little that can be added to 
these high points for the lighting of 
other rooms in the home. If you mas- 
ter the various points discussed and 
consider the purpose of the room, 
you'll be able to light it properly. The 
kitchen and laundry are, of course, 
work rooms where efficiency in light- 
ing is the prime essential and here art 
has to take a back seat. 


Gettinc THE Bic IpEeaA Across TO 
THE LIGHTING DEALER 


After you have learned something 
about decorative lighting, you will be- 
gin to see the merchandising value of 
it and the great new lighting field that 
it can open up. Then you will be 
ready to sell these ideas to your light- 
ing retailers and it’s high time to be- 
gin. You can get enough insight into 
the thing in a week’s time to revolu- 
tionize the system of selling which 
your dealers now use and have been 
using for twenty years. The revolu- 
tion, too, will start right in paying you 
and the dealer bigger lighting sales 
dividends now, this very month! 

Just to illustrate, pick out almost 
any lamp and fixture dealer on your 
circuit. Here’s about the sort of light- 
ing service he gives: 

Lady, either alone or dragging a 
meek but unwilling spouse, enters and 
asks to see fixtures.. 








Mr. Deater Trots Our His Most Expensive Canpetasra Fixtures AND ExPaTIATEs ON 11s BEAUTY. 
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ELECTRIC SUCTION CLEANER ELECTRIC CLOTHES WASHER 
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1—DIVIDED NOZZLE 
Cleans Uniformly Across the 
13-inch Opening. 





2—INCLINED NOZZLE 
Cleans Under Things as Well 
as Around Them. 














Less Repairs—More Profits 
For the Dealer 


Upon the success of the dealer depends the success of the 
jobber’s salesman and the jobber himself. 


The retail buyer who misses no opportunity to recommend 
her purchase to her friends is not the one who has to call on 
the dealer repeatedly for repairs and service. Service at best 
can only mollify a disappointed customer. Urge your dealers 
to study the APEX Cleaner and to examine the ROTAPEX 
Electric Clothes Washer. Ask him to contrast their trouble- 
proof, fool-proof design and the high-grade workmanship 
revealed in the finish and fitting of every piece and part. 


APEX construction is practically unbreakable. The motor 
housing and nozzle :s complete in two sections, both made of 
aluminum. The motor is made expressly for the APEX and 
will last a lifetime. APEX suction power is tested at the 
factory and is not excelled by any other portable cleaner in 
the world. . 








The opening under the detachable name plate affords the 
handiest possible means for connecting and disconnecting the 
hose with its cleaning tools instantly. 


In the ROTAPEX Electric Washer there are no belts, 
chains nor springs to slip or stretch or break. The direct 


drive power unit transmits ample power to the operating The Apex Electrical Distributing Co. 
units and the friction clutch control eliminates all strain or 7 
possible damage by overloading the cylinder or wringer. Left 1067 E. 152nd Street, Cleveland, Ohio 
hand control levers in easy reach, safe and certain. Every ; ; 

moving part closed; all wiring armored. The wringer auto- Canadian Factory 


matically locks and operates in five different positions. Apex Electrical Manufacturing Co B Seetoed 
I “ 


Are you fully supplied with APEX-ROTAPEX literature? 102-104 Atlantic Avenue, Toronto, Ont. 
A request will bring it promptly. 
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Racine Electric Co. 
of 
Racine, Wisconsin 


takes pleasure in announcing to 
jobbers and jobbers’ salesmen 
that it is placing on the market 
a new universal sewing machine 
motor of unusual quality and 
broad adaptability—a motor 
that will readily fit any make of 
sewing machine. 

It has always been the policy 
of the Racine Electric Co. in the 
past to market its wide line of 
high speed motors, grinders, vi- 
brators, hair clippers and other 
electrical specialties through job- 
bing channels and it will adhere 
to this sound policy in market- 
ing the Racine sewing machine 
motor. 

We take this opportunity of 
thanking the jobbers and jobbers’ 
salesmen for their co-operation 
in the past. We know that we 
‘an look forward to your valu- 
able assistance in placing our 
new sew motor in the hands of 
the housewife. 


Watch this space in the April 
and other succeeding issues of 
THE Jopper’s SALESMAN for the 
formal introduction of and fur- 
ther details on your latest—and 
one of your best—means of hold- 
ing your dealers’ confidence in 
you as representing a_ strictly 
quality house—the Racine uni- 
versal sewing machine motor. 





Write at once for our literature 
on Racine products that you may 
the more thoroughly appreciate 
the skill in design and quality in 
materials on which the Racine 
sew motor is based. 














Mr. Dealer trots out his most ex- 
pensive candelabra fixture and expa- 
tiates on its beauty, on the exquisite 
Grecian or Patagonian design, on the 
quality of the silver plating, and adds 
that he sold one just like it last week 
to Mrs. Blueblood for her mansion on 
Snub Hill. 

The sale is made and the fixture is 
sent out to be installed in a Mission 
oak living room, but before leaving the 
store, Mrs. Customer wants a floor 
lamp and is sold a mahogany affair 
topped with a Chinese pagoda shade, 
covered with pink and green dragons. 

And, after the customer has lived 
with this lighting equipment for a 
month, she removes one of the cunning 
frosted lamps from the candelabra fix- 
ture and substitutes a clear 200 watt 
Mazda C because little Ambrose can’t 
see to do his lessons. Marvelous ain't 
it, but not uncommon. 

Now, if the fixture dealer had ab- 
sorbed the new merchandising ideas, 
he would have asked’ some questions 
before even attempting to. show a 
single fixture or portable. He would, 
by tactful inquiry, find out where the 
fixture was going, size of the room, 
what color tones prevailed, kind of 
furniture, what other lighting equip- 
ment was in use, and he would have 
got the buyer interested, not so much 
in the appearance of the lighting unit 
all by itself, but more in how it was 
going to look along with the rest of the 
furniture and, in particular, how the 
whole outfit was going to look when 
the lights were turned on. Not only 
would he have sold more lighting 
equipment, but he would have started 
a train of thought and created a re- 
spect for his lighting knowledge that 
would be certain to bring those people 
back to him in the future. 

If the fixture dealer and lamp mer- 
chant can only be induced to acquire 
the knowledge of decorative lighting 
which will make the public respect and 
defer to their superior judgment, they 
will surely sell a lot more lighting 
equipment and we shall soon see homes 
tastefully and properly illuminated. 

Certainly, it’s up to you to get be- 
hind the idea and shove and keep on 
shoving. It is only through you that 
this new money-bearing area of light- 
ing sales opportunity can be opened 
up. 

You are elected to carry the Mes- 
sage to Garcia. 
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Over thirty-one years ago we started manufacturing electrical 
fuses in a little shop on a side street. While our shop was 
then small, our ideas and our ideals were big. Today we 
occupy an entire plant covering almost a whole city square 
in the center of the most favorably-located manufacturing 
district in Chicago. 

In the early days our slogan was—“Correct design ; high- grade 
materials; conscientious workmanship and fair prices.’ 
Strict adherence to this policy has made necessary the large : UNION) 
factory illustrated below to supply the demand for “Union RENEWABLE 
Renewable and Non-Renewable Fuses, as well as other are oe 
products. H N 


Our new home is a modern, day-light structure, protected 100 NEC. 250 
throughout with sprinkler system, and has the most up-to-date a 
equipment known for building high-grade fuses and conduit ears 


fittings economically in large quantities. 
“Union” Fuses, both Renewable and Non- Renewable, are 
approved in the very highest degree by the National Board 


of Fire Underwriters. 
Free descriptive booklet on request 


CHICAGO FUSE MFG. CO. 


Main Office and Works: 
15th and Laflin Sts., Chicago, IIL 
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Get new business with 
this renewable fuse 


Watch the electrical trade papers every 
month for Buss advertising. It is intended to 
help you sell fuses. This month it explains how 
utmost economy can be had only from Buss 
Renewable Fuses, because they are capable of 
practically unlimited renewals. 


Study these illustrations. They explain two 
talking points of the Buss ferrule-contact Re- 
newable Fuse. Others are discussed and pic- 
tured in our F. C. Book. Make a memoran- 
dum to write for it. Learn them. Shoot 
them at fuse-buyers. Tie your selling talk to 
our advertising. It’s a winning combination 
Hf that means permanent business for you. 











Recess in cap takes ex- 
pelled metaland prevents Are you getting your copy of 
its interference with ‘ “THE BUSS SHORT-CIRCUIT,” 


ready removal of ca our monthly house organ, 
” amusing—interesting—instructive— 


j # If not, write for it. 


Metal —  BUSSMANN MBG. CO. 


permanently at- 
tached to fibre St. Louis, Mo. 


tube. Shrink- 
age or swelling 
of fibre cannot 
interfere with 
ready removal 
or replacement 


of caps. | i) 


MT 


BUSS FUSES 


ac ccs, APPROVED IN ALLTYPES AND SIZES ‘lt 
i STNS CARTRIDGE | ABFLED = 


SP OP TIOPE TLE FEN NA WA Mn 9 cette to, 




































































REG.u.s. par.OFF 


Are you familiar with Buss Plug Fuses? 
Sample sent on request. 
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Newark Shows Way 
(Continued from Page 7) 


garding that faculty of his for seeing 
to things.) The nub of the matter is 
expressed in these lines lifted from 
that announcement: 

“* * * * We are confident that 
1921 will be a wonderful year, and 
full of healthy, wholesome prosperity. 
Only we cannot be too emphatic in 
expressing the belief that prosperity 
will come to those who through hon- 
esty, fairness and righteousness in 
their dealings with others have 
achieved the fitness by virtue of which 
they can survive. 

“Being the oldest and largest elec- 
trical supply house in the State of 
New Jersey, and concentrating our 
efforts in a comparatively small terri- 
tory, we naturally are anxious to have 
electrical contractors and contractor- 
dealers doing business in this terri- 
tory pass through the present rather 
uncertain period with the least pos- 
sible hardship, and without any of 
them suffering financial disaster. 

“We have, therefore, organized a 
special service to electrical contractor- 
dealers which we believe will help 
them to solve many problems with 
which they are confronted, and, fur- 
thermore, it will enable them to make 
the year 1921 a prosperous one. Full 
details of the plan cannot be an- 
nounced at this time, but will be con- 
veyed to each contractor-dealer who 
returns the enclosed postcard properly 
signed, and thereby declares his in- 
tention and willingness to attend the 
convention and meet us halfway in the 
working out of the co-operative plan 
which we shall submit. 

“The first session of the convention 
is planned for 2 o’clock and will be 
devoted to sales talks covering vari- 
ous lines of electrical appliances for 
the home. A dinner will be served 
at 6:30. After dinner there will be 
outlined to those present a co-opera- 
tive campaign which, to our knowl- 
edge, is the most comprehensive and 
constructive of similar efforts made 
in other parts of the country. It is 
very likely that all business will be 
over by 9 o'clock, and the rest of the 
evening will be devoted to dancing.” 


Perhaps the Golden Rule wasn’t 
responsible for the phenomenon, but 
it’s a fact, just the same, that the 
afternoon session devoted to sales 
talks was practically jokeless. A 
dozen or more sales talks were de- 














Radioductor 


Means Real Electric Range Business For You 


because it opens up the way for the universal use 
of electric cookery.. Radioductor means heating 
by both radiation and conduction and almost 
doubles the efficiency of electric cooking. That 
means the cost of cooking is almost cut in half. 
Cost of installation greatly reduced and speed in 
cooking is materially increased. 


The Radioductor is an exclusive feature of 
Weeks Electric Ranges and Cookerettes. 


We have plans for helping you put electric cook- 
ing across big this year. 


Just drop us a card. 


H. G. Weeks Mfg. Company 


HAMILTON, OHIO 
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“UNILETS” 
Reg. U.S. Pat. Off. 
Steel Conduit 

Fittings 












“APPLETON” 
Outlet and 


Switch Boxes 


and Covers 
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“APPLETON” 
Locknuts and 
Bushings 
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@ minal Fittings, Entrance Fittings, 


offer immense _possibili- 
ties to jobbers and job- 
bers’ salesmen. 


Central stations, industri- 
al plants, contractors, 
dealers—in fact all users 
of conduit fittings—are 
ready or soon will be 
ready to order in large 
quantities. It’s up to 
you to get your share of 
this profitable business. 
You can depend on our 
hearty co-operation. 





THE APPLETON LINE is 
well and favorably known 
from coast to coast. You 
can assure your customers 
prompt service and the 
best products that money 
and expert workmanship 
can produce. 


Carry our new catalog in 
your coat pocket. We will 
gladly send you a copy on 
request. It’s full of use- 
ful information that will 
help you close many an 
order. 

Orders are waiting for 

the fellows who fight. 


Appleton Products include: 

O “Unilets,”” Outlet Boxes and Covers, Laundry 
Fittings, Locknuts and Bushings, Meter Ter- 
“Pagrip” 


IP PILILT ON 
PRODUETS 





“APPLETON” 


Entrance 
Fittings 
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“APPLETON” 
Conduit 
Clamps and 
Hangers 














“APPLETON” 
Fixture Stems 
and Ground 
Clamps 








éy Metal Molding and Fittings, Conduit Clamps 
S5BGY and Hangers, also Switch Boxes. 


APPLETON ELECTRIC COMPANY 


NEW YORK 
Street 917 Pine Street 


55 Barclay 


General Offices and Factory: 


1708 Wellington Avenue at Paulina 


CHICAGO 


Branch Offices 
ST.. LOUIS 


SAN FRANCISCO 
509 Mission Street 





Reg. U. S. Pat. Off 




















livered by manufacturers’ representa- 
tives, some of them high officials in 
their respective companies; and so far 
as your reporter was able to hear and 
observe, only one man tried to raise 
a laugh. With that exception, each 
man, as his turn came to step forward 
and demonstrate his product, which 
was whisked onto the platform by two 
strong-arm men, went right to the 
heart of his subject. 

The usual verbal skirmishing and 
coming to grips with the subject by 
way of a few “that-reminds-me’s”’ and 
jokes of mixed vintage and humor 
were not resorted to at all. It seemed 
as though every man who spoke was 
intent only upon delivering a message 
which he thought worth while, and 
then making way for the next man 
without waste of time. Think of it! 
A whole afternoon of sales talks and 
only one joke! The innovation was 
an agreeable one, too, if the cordial 
appreciation of the audience is any 
index. 

In imagination seat yourself with 
the others in the big banquet hall 
which was the scene of the convention. 
Be sure, too, that your imagining in- 
cludes good music and fair women— 
Jersey is famous for them, you know. 
And while the waiters are getting 
around to you, have a look at that 
impressive document lying there be- 
side your plate. 

“Application for appointment as 
authorized agent for (N-E) guaran- 
teed electrical appliances”—it’s head- 
ed, and with the date line just beneath 
there, you'll observe. Then this 
paragraph: “Newark Electrical Sup- 
ply Company, Newark, N. J. Gentle- 
men: In consideration of your ap- 
INE Ss cet Besa as a duly 
authorized Dealer in your Guaranteed 
Electrical Appliances, and extending 
to us the opportunity of taking ad- 
vantage of your plan of merchandis- 
ing co-operation, advertising, financing 
and service, and supplying co-opera- 
tive advertising, window dressing and 
campaign material, folders, newspaper 
cuts, lantern slides, etc., we agree to 
use our best efforts to promote the 
sale of the lines of merchandise offered 
for sale by you, and particularly 
pledge to you our earnest support and 
co-operation in the sale of the appli- 
ances marked with ‘Yes,’ as follows: 
(Here followed a list of appliances. ) 
We would agree to carry a reasonable 
quantity of these merchandise in 
OR. AE. wcities option you will 
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Your Customers at the 


Buffalo Fixture Market 


Your customers showed great interest in Nos. 828, 829 
and 830. These Porcelain Outlet Receptacles are de- 
signed for hospitals, bathrooms, swimming pools, chem- 
ical laboratories and various locations where metal cov- 
ered devices would corrode. 


828 is fitted with 8-inch insulated chain. 829 is fitted 
with short chain and 6-foot cord. 830 has 8-nch chain 
and shadeholder groove. 


the keyless and chain pull types respectively made a P&S 828 
great hit with the trade. The separable yoke is a new 
feature and we believe that you can use it as a leader. 
The points of advantage in these candle sockets are the 
ease of wiring and the saving of time. No slot to file 
in the pipe, no wires to fish out of a hole. The yoke 
works like the cap of a socket. 


Nos. 998 and 999 are new to most of your customers 
and so you have here another leader especially for the 
customer who has ceiling bands in stock. Drop a card to 
our Advertising Department for a folder that will help 
you to sell these ceiling light receptacles. They are new, 
practical and easy to install. 998 is supplied with short 
chain and 6-foot cord. 999 is supplied with 3-foot chain 
and snap lock ball. 








1213, 1211 and 1214 Canopy Rosettes are made exclu- 
sively by Pass & Seymour, Inc., and these furnish you 
with another leader that your customers saw in opera- 
tion at the Fixture Market. You can easily control a 
1000-watt lamp with 1213 and 1211 as they are rated 
at 1250 watts as 125 volts. Use 1211 and a chain 
spreader or chain loop and make up an inexpensive unit 
with stock parts. The canopies snap.on or off without 
the use of tools. 





Pass & SEYMOUR INc. 


MANUFACTURERS 


STANDARD ot ELECTRIC 
WIRING DEVICES 


Sorivay, N.Y. u.sS.A. P&S 1213 








The new Candle Sockets Nos. 198 and 1215 which are é 
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We’ve Cut the Price on 


ANYLITE 
ELECTRIC DIMMERS 


One Type for 
Every Service 











In the nursery, bed- 
room, and sick room 
they are _ indispen- 
sable, while in the 
bathroom and _hall- 
ways they area great 
convenience. 














To display them is to sell them, as mounted 
on our new royal blue display cards they 
‘‘attract’’ instant attention, which needs only 
a demonstration to effect a sale. 







Let us send you our new Price List 


ANYLITE EXTENSION 
SOCKET 


Makes it possible to connect 
any portable electrical appli- 
ance without first removing 


the shade. 








Put up in standard package 
of (25), each box containing 
a two-colored display card. 





See that your dealers are 
supplied as the price is right 
with a good margin of profit. 


ANYLITE ELECTRIC CO. 


FORT WAYNE, IND. 










also furnish, free of charge, a com- 
plete set of Business Record Forms, 
as published by the National Associa- 
tion of Electrical Contractors and 
Dealers, and an accountant to install 
that system, which .......... ge ee 
own protection and benefit would 
agree to keep up to date. It is under- 
stood that any Agency Appointment 
effected in response to the above ap- 
plication may be canceled by either 
party upon written notice.” Then 
follows the space for the contractor 
or contractor-dealer’s signature. 


Incidentally, too, you can be sure 
that the three cigars in that container 
with the Mazda lamp advertisement on 
it that’s beside your plate are good 
ones. Note also that the pencil for 
use in signing the application is al- 
ready pointed; and see how that little 
toy ladder that marks your place at 
tables supplies just the needed tie-up 
with whatever it is that has to do with 
the full size ladder leaning against the 
screen in back of the speakers’ table. 
If O. Fred Rost overlooked any essen- 
tial thing at this convention you're 
reading about it wasn’t missed by even 
the most critical. 

In back of the speakers’ table & 
cloth-covered background supplied a 
space upon which were displayed 
various charts having to do with the 
opportunities and status of things in 
general in the electrical field. Leaning 
against this background was _ the 
ladder, its top reaching to just be- 
neath a big question mark painted on 
a blind which obviously enough con- 
cealed something to be displayed later. 
On the runners of this ladder and read- 
ing from the top down appeared these 


- words: Honest - Electrical - Jobber, 


Honest-Contractor-Dealer. 

The rungs of the ladder were 
square and painted white, and so far 
as could be seen they were without 
lettering. But on the front surface of 
each rung it was just possible to make 
out an inconspicuous little screweye; 
the reason evidently enough had some- 
thing to do with the hook on the end 
of the pointer that O. Fred Rost took 
up when he arose to disclose the pur- 
poses of the convention. And that 
little feature has merited mention 
merely because it emphasizes the very 
thorough. manner in which the little 
things were looked after at this Golden 
Rule. Convention. 

What the little screweyes were for 
was quickly made evident by Mr. Rost. 
Early in his address he said in effect 
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' Perkins Single 
Pole Pull Switch, 
1 ceiling type, 10 
amperes, 125 
volts. 
No. 2387 
1 
A 
a Perkins Pull ceil- 
1 ing type Switch 
ha base for 
4 ype 500 Adapti 
e boxes, Types CN. 
n HM and Ww 
Octagonal Unilets 
g and size 10 Round 
Opening Pipe 
e Taplets, 10 am 
peres, 125 volts. 
n 
a No. 2694 
e. 
i- 
se 
rT, 
re 
ar 
ut 
of 
ke New Wrinkle 
e: Sirgle Pole Pull 
Fixture Switch 
e- body with two 


Molding base, 3 
amperes, 125 
volts. 


at No. BE-21 No. 


ANVANT Bryant hasa Device for 
G2 Every Electrical Need 


Type “O” Single 
Pole Pull Switch, 
with fixture. 
Pole Pull Switch, Hickey Cap, 10 
ceiling type with amperes, 125 
base for 3% in. volts. 
and 4 in. Outlet 
voxes, 10 amperes, 
125 volts. 





Perkins Single 





No. 2507 















Type “O” Pull Type “O” Single 
Switch Single Pole Pull Switch 
Pole with % in. with % in. cap, 
cap. 10 amperes, 10 amperes, 125 
125 volts. volts. Perkins Single 
Pole Pull Switch, 
Wall Type, 10 
amperes, 125 
volts, 


No. 2515 No. 2473 No. 2546 





New Wrinkle 
Single Pole Pull 
Fixture Switch 
body with base 
for % in rec 
tangular Unilets, 

amperes, 125 
volts. 


New Wrinkle 
Electrolier Pull 
Fixture Switch 
body with one- - 
way National 
Molding Base, 3 
amperes, 125 


Wrinklet Single 
Pole Pull  Fix- 
ture Switch body 
with % in. Fe 
male cap. 


Wrinklet Single 
Pole Pull  Fix- 
ture Switch body 
with 3% in. Angle 
cap. 


volts. 
& No. WC-91 : 


WP.-91 No. BD-28 No. CG-21 


ry Ask our nearest office for further information 


“| THE BRYANT ELECTRIC COMPANY 


NEW YORK 





BRIDGEPORT, CONN. 


CHICAGO SAN FRANCISCO 
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DUNCAN MODEL M2 
A. C. WATTHOUR METER 





Potential loss, 1.0 watt. 
Total series loss, 0.29 watt. 


Weight of moving element, 10.0 grams. 

Torque or turning power, 42.0 millimetergrams. 

Ratio of torque to weight, 4.2 to | (highest known). 
Runs continuously on 1/7 of 1% of full load. 

Varies less than | % for power factor of 50%, 

Accurate to within 14, of 1% from 5% to 150% load. 
Varies less than 14, of 1% for 10% change of voltage. 
Varies less than 17 of 1% for 10°% change of frequency. 


Duncan Electric Mfg. Co. 





La Fayette, 
Indiana 




















that the Newark Electrical Supply 
Company held to the policy of regard- 
ing its goods as not having been sold 
until received and paid for by the ulti- 
mate consumer. Their acquiring the 
merchandise from the makers, and the 
contractors and contractor-dealers in 
turn taking it from them, he pointed 
out, constituted services performed in 
the interests of the consumer. And, 
holding to that belief, they of course 
recognized a moral obligation to aid 
their customers in passing the goods 
along to the consumer. The contrac- 
tor and dealer, he stated further, were 
under a like obligation to co-operate 
with their jobber; and only by both 
sides playing fair and living up to the 
spirit of the Golden Rule would last- 
ing and worth-while benefits result for 
all concerned. 

The ladder then was brought into 
play to illustrate in graphic fashion 
that success in business in a big way 
is possible only by giving careful 
attention to certain vitally important 
factors. And with that Mr. Rost deftly 
manipulated the hook-studded pointer 
to twist the lowest rung of the ladder, 
exposing a surface upon which ap- 
peared the words, Sincere Desire. 
Later Bill Goodwin amended that to 
read, Sincere Desire and Faith. 

Then in succession the other rungs 
of the ladder were twisted and their 
legends exposed, the importance of 
each qualification being explained in a 
few brief sentences. And when all had 
been exposed the steps to success for 
the contractor and dealer were shown 
to be: Sincere Desire, Golden Rule, 
Reliable Goods, Honest Work, Cost 
System, Business Records, Fair 
Profits, Good Will, Clean Store, Qual- 
ity Goods, Advertising, Financing, 
Turnover, Service. A might good 
list, by the way, for every jobber’s 
salesman to use in locating the short- 
comings of such of his customers as 
need his assistance in becoming better 
merchants. And— 

When the uppermost rung of the 
ladder had been twisted and its legend 
exposed, someone pulled a string that 
caused the screen bearing the big ques- 
tion mark to roll up out of the way. 
And there, at the top of the ladder, in 
resplendent letters on a gold back- 
ground was the word—SUCCESS. 

Following Mr. Rost, W. L. Good- 
win delivered an address on the bene- 
fits of co-operation, illustrating his 
remarks by reference to the splendid 
results achieved in California. 
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A TRIP THROUGH THE PLANT OF 


THE ARROW ELECTRIC COMPANY 


HARTFORD, CONN. 











a 





LECTURING ON 


ON HER WAY 


SANITATION F A i HH] TO MAKE A CALL 




















OUR 
VISITING 





THE HOSPITAL THE REST ROOM 
1S COMPLETE IN EVERY PROVIDES RELAXATION 
DETAIL 


. > & aie i : : eee THE 
— mt ah RESTAURANT 





SANITARY. KITCHEN EQUIPPED . , SERVING EIGHT HUNDRED 
WITH EVERY MODERN APPLIANCE IN TWELVE MINUTES 


























The welfare work shown in this third article on our plant has a distinctive bearing on the efficient workmanship 


that goes into ‘‘ Arrow”’ wiring devices. 
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Anthony Wayne Lamp Co. 


(A. C. Mannweiler, Mgr.) 
1016 Savilla Street, Fort Wayne, Ind. 


Manufacturers of 


the better kind of 


Carbon Lamps 





Wholesalers of all 
Types of 


Tungsten and 
Nitrogen Lamps 





Immediate Delivery 
from Stock 


Send for our liberal 
discounts 


























Quality products stay “sold” 
and assure you repeat orders 
and satisfied customers. 





IT PAYS TO SELL THE BEST 





Have you our Catalog No. 33 and literature 
on our new line of 


(Nreblets 


Steel City CS Chectric Ca 
Ne PENNSYLVANIA 


PITTSBURGH 

























(Continued from page 54+) 


salesman’s visits. So you see it pays 
to keep a record of the things learned 
about the prospect’s affairs. 

“The jobber’s salesman and his cus- 
tomers are in the same boat; if the 
dealers do not reach the harbor of 
success, no more can the salesman do 
so. For the dealer is the outlet 
through which the jobber’s salesman 
passes his goods along to the public. 
So there’s sound reason indeed why 
the jobber’s salesman should take the 
dealer’s problems to heart and help 
him solve them. 

“For the guidance of myself and 
the salesmen in this department we 
have set up certain standards for our 
direction in helping the dealer. I 
have no objection to others knowing 
what those standards are; it would, 
it seems to me, be a good thing for 
the industry if all jobbers’ salesmen 
adopted them. Here they are: 

“One dealer who conducts his busi- 
ness along merchandising lines is 
worth many mere storekeepers. Such 
a dealer has the right to expect that 
the jobber who supplies him will af- 
ford protection by not selling to 
nearby ‘storekeepers.’ 

“Goods sold on the basis of quality 
and service stay sold and build busi- 
ness. The man who sells on the basis 
of price and discounts is a peddler, 
not a salesman. 

“Co-operation, not competition, is 
the life of trade. There’s more profit 
to be made through helping a worthy 
dealer do a maximum business than in 
seeking new accounts on a cut-throat 
basis. 

“No jobber’s salesman can success- 
fully sell his goods on a regular basis 
of price and terms who knows that, 
as a last resort, he can leave them on 
a consignment basis. 

“The way to becoming a big figure 
in the electrical industry is open— 
act big, think big.” 





Before things will flow our way we 
have to start things flowing the other 
fellow’s way. 


Harry Alter Issues Catalog 

Harry Alter & Co., 120 North May 
street, Chicago, IIl., electrical supply 
jobber, has just issued a new catalog 
of 64 pages showing the line of sup- 
plies handled by that company. The 
new catalog is captioned “The Pocket- 
book.” 
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What is a Lighting Salesman? 


There has been a great deal of talk 
about the lighting salesman—so much 
that a good many in the electrical in- 
dustry have got the idea that a lighting 
salesman must be a lighting specialist. 

As a matter of fact there are com- 
paratively few lighting specialists in 
the ‘country. Most of the lighting is 
sold by jobbers, contractor-dealers and 
central stations—by men who can only 
give a part of their time and thought 
to the question of lighting. 

These men are not lighting specialists 
and don’t want to be—but a lot of 
them are lighting salesmen—and mighty 
good ones. The truth of the matter is 
that any central station man, dealer, 
contractor or jobber can become a good 
lighting salesman with surprisingly lit- 
tle effort. Tools have been provided 
with which he can plan and sell a sys- 


Ess 





tem of lighting that is RIGHT for the 
conditions it has to meet. 

The tools are few and simple; (1) 
The Foot-Candle Meter (2) “‘Illumina- 
tion Design Data,’’ (3) “What an In- 
dustrial Lighting Salesman Should 
Know,” (4) ““The Great Discovery.” 

More business in 1921 is going to be 
a matter of planning and pushing, and 
there is no sounder plan for the develop- 
ment of such business than that based 
on the use of these four tools. In send- 
ing your order to any Sales Division of 
National Lamp Works for a_ Foot- 
Candle Meter, be sure to request the 
three booklets shown—for these are 
as valuable in the sale of Right Light- 
ing as is the Foot-Candle Meter itself. 
—NATIONAL LAMP WorKs of General 
Electric Company, 162 Nela Park, Cleve- 
land, Ohio. 


[s* sea O@Z™ 


Each of these labels represents a Sales Division equipped to give a complete lighting service 


1. The Foot-Candle Meter. A com- 
pact, handy, reliable measuring 
instrument. 
2. INumination Design Data. A 
complete set of tables for plan 
ning illumination. 
3. What an Industrial Lighting 
Salesman Should Know. A val- 
uable pocket-size book of infor- — 
mation. F 
4. The Great Discovery. A clinch- | pi 
er—with “before and after’ pic- ec ae 
tures. 


f 
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Now Is The Time To Go After Anchor Business 


Your customers are ready to buy anchors. 
Most of them are familiar with the D & T—many have used 
them for years and realize their superiority. 
When you sell other construction material you'll find it easy 
to include a supply of D & T Anchors. Here’s a few reasons 
why they are easy to sell: 
Most efficient, economical and fastest meth- 
od of anchoring. 
Drive it down, then three twists, and the job 
is finished. 5” x 2” is all the space required 
for installing. 
No soil to move or remove. 
All soil above blades remains solid thus giv- 
ing great holding power. 
Fine for parkways, lawns and private prop- 
erty. 
No digging—no damage suits. 
Made of steel throughout—drop forged eye 
and point. 
Your customers will find the D. & T. a real 
construction-cost reducer. We’ve told them 
of its merits through our selling campaign. 
It’s up to you to cash in on it. 
Does your price book contain prices on 
DRIVE and TWIST ANCHORS? 
We'll gladly help you. 
Now is the time to get busy. 


GUND MFG. CO. La Crosse, Wis. 


Iwo Ball Cord Drive and 
Adjusters. Twist An- 
chors 
































CADILLAC 


ELECTRIC VACUUM CLEANER 
| is backed by a policy which 
Protects the Jobber 


Twelve years of manufactur- 
ing experience insures its me- 
chanical excellence. 





Easy to operat e—ONE 
HAND DOES IT ALL— 


makes it easy to sell. 


Good profit makes it desir- 
able to handle. 


CLEMENTS MBG. CoO., 
601 Fulton Street, CHICAGO 


Canadian Factory: 
70 Duchess Street, Toronto 

















A Plan for Selling Fans 


(Continued from page 9) 


In general, electrical dealers are 
very appreciative of the advertising 
helps furnished by the manufacturers, 
but there are some who are not, and 
sometimes they will accept a quantity 
just because the salesman wishes it 
and they like to be accommodating. 
Such orders usually serve to fatten the 
dealer’s waste paper scrap pile. The 
salesman should be sure the dealer 
wants the material enough to use it. 
Then when he sends in the order he 
can feel reasonably sure that it will 
mean increased business for him. 

The time to sell fans is when the 
fan weather is here. People don’t ordi- 
narily buy overcoats in July; neither 
do they buy fans to any extent in Feb- 
ruary. When the day is hot and people 
are suffering from the heat, a circular 
showing the way to escape their dis- 
comfort with a fan will get action, and 
that’s the time to get the advertising 
matter into their hands. 

Nearly every manufacturer of fans 
assists his jobbers and dealers in cre- 
ating a demand by means of national 
advertising. A campaign of two or 
three insertions in a leading publica- 
tion may make a good showing when 
reproduced in a circular for the deal- 
er’s benefit, but it may mean little or 
nothing as a selling force for the 
dealer. When a salesman tells the ex- 
perienced dealer about an advertising 
campaign which will draw crowds to 
his store demanding the advertised 
article, the dealer is more apt to be 
amused than impressed. Perhaps in 
his youthful days he has bought a good 
stock of some article on the strength 
of such promises, and has a vivid rec- 
ollection of the results which didn’t 
come. 

Even though the advertising may be 
adequate and effective, it doesn’t work 
the way overenthusiastic or misin- 
formed salesmen sometimes promise. 
It creates a favorable impression for 
the article and makes sales easier for 
the dealer, but it doesn’t do the entire 
sales job on an article like the fan. 
The dealer, to get results, has to back 
the advertising up with personal sales- 
manship. And live dealers know this is 
true. 

Neither can the campaign of a few 
insertions in one periodical be expect- 
ed to create even a consumer accept- 
ance of any importance. It takes years 
of consistent advertising of enough 
spread to cover the field, to make a 
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A Thousand and One Places 
Where Only Carbon Lamps Are Used 


In factories, coal mines, mills, machine shops, ga- 
rages—on railroads. Here, and in a thousand and 
one other places where lamps are subject to heavy 
vibration or rough usage, there is a steady volume 
of profitable business on 








New and Renewed 


CARBON LAMPS 


Get your share of this easily obtained, good profit 
business. 


Nalco Carbon Lamps are the highest quality ob- 
tainable. This is guaranteed. 


Jobbers and jobbers’ salesmen—cash in on 
Nalco as hundreds are doing all over the 
country. 


Write at once for samples, price list and full 
particulars. This is the season for big Nalco 
business. Get your share—now! 


NORTH AMERICAN ELECTRIC 


ST. LOUIS 
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SHERMAN 


GROUND CLAMP 












APPROVED 


WHY? 


1. All copper in one piece securing high conductivity and 
a tight grip. 

2. Furnished with approved soldering lugs. 

3. Equally good for soldered or solderless connections. 

4. Adjustable—three sizes covering all requirements. 

5. Easiest and quickest to apply. 

3. A serew-driver only necessary. 





‘‘None are as good—few are as cheap”’ 


H. B. SHERMAN MFG. CO. 


BATTLE CREEK, MICHIGAN 


























Standards:- 


Why do we have them, and 
just what are standards? Web- 
ster says: “That which stands 





or is fixed as a rule or model.” 
“Having a fixed or recognized 
value.” 


This definition covers 
MINERALLAC CABLE and 
CONDUIT HANGERS or 
JIFFY CLIPS exactly. 


The men on the job as a rule 
follow this standard method of 
placing conduit, cable or pipe in 








position. 


Only one screw or bolt is needed to fasten the HANGER or JIFFY CLIP to the 


surface. 


_ These specialties have been on the market and in practical use for many years, reach- 
ing the job through the JOBBER. It is a line which appeals to the jobber’s salesman 
as one worthy of his best efforts. 





MINERALLAC FLECTRIC COMPANY 


1043-1045 Washington Blvd., Chicago, III. 

















real impression on the public, and this 
advertising must be kept up year after 
year to maintain this impression. 

The salesman should have the facts 
about the national advertising on the 
product he sells and have them in such 
shape that he can show each dealer 
just what the advertising is doing for 
him locally. It means little to the 
dealer to tell him the fan is being ad- 
vertised in this, that and the other 
publication with a combined circulation 
of ten millions. When the salesman 
shows him how many people this ad- 
vertising is reaching right in the deal- 
er’s own town though, he has some- 
thing of real definite interest to the 
dealer. The salesman who would talk 
advertising to his dealers should get 
this data from the manufacturer. 

To impart this information to the 
dealer the jobber’s salesman must first 
have it himself. It can usually be ac- 
quired by a thorough study of the 
manufacturer’s sales literature. 

A knowledge of the fans he is sell- 
ing and methods of doing so is a very 
necessary element in the mental stock- 
room of every dealer’s clerk. This is 
one plan where the jobber’s salesman 
can play a part commensurate in bene- 
fits to himself to the amount of atten- 
tion he pays to this point. To illus- 
trate the difference in retail salesman- 
ship where the clerk has only a per- 
functory knowledge of the product 
and where he knows the product 
thoroughly, let us picture what hap- 
pens when the customer calls. First 
let us follow the customer into the 
store where the dealer’s clerks lack 
selling information on their fans. 

Customer—“I’d like to look at a 
fan.” 

Clerk—“Here’s an ‘X.’ It’s a mighty 
good fan. This ‘Y’ is a good one too, 
and is about a dollar clfeaper. And 
here’s a ‘Z.’ A lot of people are using 
it and like it.” 


The customer looks them over, in- 
quires the price of each, and not being 
able to decide between them goes out 


to shop around and see the different 
makes on sale at the other stores. 


She drops into the store of the 
dealer who believes in centralizing on 
one line at a time, and is met by a 
salesman who knows his line thor- 
oughly and is sold on it. If he has 
more than one line of fans on display 
he sizes the customer up watches which 
seems to have the greatest appeal for 
the customer and then concentrates his 
efforts on that fan. Her inquiry brings 
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Foot block milled; _ Blades 
sweated and pinned into 
foot block 


Machine-made contact jaw post, 
not punched clip 





If it’s Circle-teed 
It’s Guaran-teed 





IMPORTANT 


Page 55 of the National Electric Code reads: 


“The service switch must be enclosed and preferably of a type that can be operated 
without exposing the live parts to accidental contact. Service Switches must indi- 
cate plainly whether they are open or closed.” 


This ruling demands the enclosing of a switch and recommends ex- 
ternal operation. Our Safety Switches are not only externally operated, 
but give SAFETY because of the interlocking feature whereby:- 


a. Box cannot be opened until switch is in “off” position. 


b. Switch cannot be closed «antil cover is down. 
(An expert, however, can trip the interlocking catch when neces- 
sary to test switch under load.) 


c. By using a shield every live part is covered. 


Why not use safety switch. It costs but little more than ordinary 
switches in boxes. 


Cre Trumbull Electric Manufacturing Company 
Plainville, Conn. 


‘ew York Office: 114 Liberty St., Chicago Office: 40 South Clinton St., 
an Francisco Office: 595 Mission St., Boston; Philadelphia. 
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A New Deal 


in the Blow-Torch mee 


For many years past a blow-torch has been only “ 
blow-torch.” Sort of a “pay your money and take your 
choice” lottery. This has been particularly true since 
John D. has needed in his business more and more gaso- 
line out of every barrel of crude oil. 





So blow-torches badly needed some 
radical changes, and in TURNER 
NEW LINE BLOW-TORCHES 
the Turner Brass Works has gone a 
long ways ahead of the procession. 


In TURNER NEW LINE 
BLOW-TORCHES the present-day 
low gravity gasoline AND EVEN 
KEROSENE are perfectly vapor- 
ized. The burner stays generated, even 
in cold, windy weather and furnishes the hottest, driest 
possible gas w hich takes up the maximum quantity of 
air. This means economy, too. 





Then the burner does not clog. 
While we were developing this new 
burner we burned two torches, one 
on gasoline and the other on kero- 
sene, continuously for two months, 
ten hours a day, without the least 
trouble from clogging. The ordi- 
nary torch will clog in four or five 
hours. 





Your customer has been well “fed up” on blow-torch 
troubles. You can tie him to you for life by selling him 
TURNER NEW LINE BLOW-TORCHES. Ask 
him to write us for more details. We have many other 
good points to cover. 


The Turner Brass Works 


Sycamore, I[Ilinois 





Half a Century in the Business 





’ 


Largest Manufacturers in the World of Blow-Torches and Plumbers 
Furnaces 








an enthusiastic demonstration of the 
attractive features of the fan. 

Salesman—‘“Isn’t this fan a beauty? 
That finish is baked on, two coats of 
it. It can’t get old and dingy. This is 
a fan that will fit in and harmonize 
with the nicest furnishings. 

“And feel how light it is. You can 
carry it around so easily you'll be able 
to use the same fan in every room of 
the house. 

“Stand over there and see how far it 
will throw the breeze. And notice how 
quietly it runs. That shows how care- 
fully the parts are fitted and that there 
is no vibration. That kind of work- 
manship is what gives this fan its long 
life. It will be serving you ten years 
from now just as efficiently as it does 
today. This quiet operation is a mighty 
important feature too, when you use 
the fan in the bed room. 

“Did you notice the thick felt pad 
on the base? You can set the fan any- 
where you wish, on the table, buffet 
or any piece of furniture, and it can’t 
mar the finish. 

“How much do you suppose it will 
cost you for the current to run this 
fan?” 

Customer—Makes a guess which is 
invariably too high. 

Salesman—‘“‘You can let it run all 
night long for about three cents. 
Think of having the difference be- 
tween a sleepless night and a com- 
fortable rest for a little more than the 
price of a postage stamp.” 

Customer—“I was looking at an ‘ 
fan before I came in here. It looks 
like a pretty good fan, too.” 

Salesman—“Yes, as far as I know it 
is a satisfactory fan. After a lot of 
experience though, we decided to sup- 
ply the ‘A’ fan to our customers. We 
know it is absolutely reliable and high 
class in every way. It is guaranteed 
fully by the manufacturer and we 
stand back of every one we sell. If 
you should ever be dissatisfied with 
your purchase we stand ready to make 
it right. We want you to be satisfied 
above everything else when you buy 
here. We would much rather miss a 
sale now and then to the customer who 
wants some other fan and make sure 
that every fan we sell will make a 
satisfied customer for us.” 

The question of price needs little 
elaboration. Any dealer’s salesman 
with a reasonable amount of tact can 
overcome this objection by playing up 
what the higher priced fan will do, its 
better quality and service against the 


cheaper fan. In the points covered 
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Your employees all line up for Counm®umr Catalogs. Your catalog compiled in 
the Coumm[#|Unt Style will receive a cordial welcome from your employees because 
it will enable them to do better and more accurate work. 


Your Salesmanager likes the Conus | Unit Cata- Your Order Clerk has his work made easier, since 
log because it is a time saver when information is one item cannot be confused with another, and for 
needed about the goods you sell. that reason the chances of incorrect material being 


shipped are eliminated. 


Your Bill Clerk finds it of real value when check- 
ing invoices, on account of the up-to-date lists, the 
ease with which items wanted are found and the 
“ready reference” tabular matter. 


Your Buyer finds it a ready means of reference. 
The up-to-date list prices save his time. 


Your Salesmen find it of daily assistance in their 
work. Real sales cescriptions about the goods they 
sell help them effect sales. It means conserving your profits. 


The Counn#Uur Catalogs, so useful in your own office, will render the same service 
in your customers’ offices. 


Your customers’ employees, from the salesmanager to the bill clerk, will consult your catalog 
if itis a Como] Unt Catalog, in preference to your competitors’ old-style catalogs. Giving your 
customers a distinct service will mean getting a greater share of their business. 





You can select the pages needed for your Counn Ur Catalog in a few hours from the thousands 
of up-to-date pages we have standing in type. Each page consists of two column units, either 
of which you may use in connection with any other. The Cove Unt makes practical the 
selection of just such items as you want to appear in your catalog. The Corman (S| Uxrr plan 
gives you a superior catalog for the price you would otherwise pay for an inferior old style 


catalog. 
Write for information about better Trade Catalogs to 


Wynkoop Hallenbeck Crawford Co. 


Printers —Trade Catalog Publishers — Binders 
80 Lafayette Street New York, N. Y. 
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Flexible Arm 


—No adjustment screws 
) bother with. 


a "Bushing riveted to stand- 


ard prevents turning. 


Extra Heavy Base 
—Felt on bottom 
Can’t tip over 


Convenience 


-the strong point of foie 
FARIES Portable (No. .153) 
is the weak point 7 nine out 
of ten buyers. Show a man an 
article that is easy to use 





an 
article that contributes con- 
stantly to ease and comfort— 
and he’ll want it. That’s why 
the 


FARIES 
Portable 
No. 153 


is so easy to sell. The Flexible 
Arm used on this portable is the 
best without exception. It is made 
to withstand the hardest usage. 
You want service, and service is 
what you get when you buy this 
portable equipped with this 
scientifically made flexible arm. It’s 
CONVENIENT. Turn it this way 
and that—bend it up—down—side- 
ways, no matter how—it stays put 
—WITHOUT BOTHERING TO 
ADJUST ANYTHING. 


Demonstrate FARIES No. 158 to 
your customers—its salability will 
gratify you. 


For our complete line get Catalog 
No. 27. Sent on request. 


FARIES MFG. CO. 


Decatur, Illinois, U. 8. A. 












above only the high spots have been 
hit, of course. A little study on the 
part of the salesman will suggest to 
him many other features which can 
be incorporated in his campaigns for 
his dealers. When he shows a dispo- 
sition to cooperate with his dealers in 
this way he will also get many valuable 
pointers from one dealer which he can 
pass on to a customer in the next town. 

It may seem to the jobber’s sales- 
man who is selling scores of other 
articles in addition to fans, that the 
study required to give such service to 
the dealer would not be warranted by 
this one product. The answer to this 
is that in general the same policy will 
apply to every other product he sells 
as well as fans. The things he has 
learned in his study of the fan propo- 
sition will be applicable to every other 
product and will result in more sales 
for him all along the line. 

Present conditions need not cause 
the live wire salesman any loss of 
sleep. If indifferent salesmanship will 
sell some goods to the public in dull 
times, real aggressive salesmanship 
will sell more. Aggressive salesman- 
ship has been largely an unknown 
quantity these past few years. The 
jobber’s salesman’s real chance is to 
help his dealers equip their clerks for 
real salesmanship, for if he accom- 
plished this, the improvement in sell- 
ing will in a large measure offset the 
drag of a general business depression. 
In any event the salesman who has his 
rns working along the right line 
and who is giving them real help in 
this direction, will outdistance by far 
the other fellow who is giving no 
thought to this part of his job. 

The left-over stock bogey is a fal- 
lacy which the jobber’s salesman 
should endeavor to erase from the 
dealer’s mind. 

Given seasonable weather expe- 
rience shows there can hardly be such 
a thing as an over-stock of fans on 
the dealer’s shelves. Season after sea- 
son when the weather has been right, 
we have seen that the dealer’s sales of 
fans have been limited principally by 
his ability to get as many fans as he 
can sell. In such seasons the dealer 
who has a left over stock and con- 
tracts for an additional supply, simply 
does that much more business during 
the rush when other dealers are short 
of stock. In this way he is compen- 
sated to a considerable extent for the 
expense of carrying the stock over. 


In considering the possibility of 































FANS 
Are Trumps 


With the approach of 
Spring Peerless Fans is 
your trump card. Those 
who play it now can safe- 
ly bet the highest on a 
banner year. 


Just the other day two 
mid-western jobbers told 
us that during the first 27 
days of last month they 
doubled their January, 
1920, business. Are you 
plugging like this for 
Peerless Fans? 


By starting right now to 
play up 


PEERLESS 
FANS 


yet get off to a flying start for 
a big year. Peerless Fan busi- 
ness in 1921 will be what you 
make it. 


No matter what way gener- 
al business turns in the ensu- 
ing months, summer is bound 
to arrive bringing a demand 
for Peerless Fans, 


Now is the time to stock 
your dealers. Play your 
trump card at once and re- 


* member that 1921 will reward 


fighters. 


The Peerless Electric Co. 
Warren, Ohio 
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Talk Lightning 


Protection—Now 


You can sell two Keystone Expulsion Type lightning arresters 
for the protection of each unprotected transformer installed in your 
territory. 

Urge all of your customers to follow-out the “100% Pro- 
tion of each individual transformer with Expulsion Type arresters. 
It has been found that by installing Expulsion Arresters in this way 
that the lightning troubles formerly experienced by your customers 
would be very materially decreased—in many instances practically 
eliminated. You know that in the past it was considered necessary 
to install lightning arresters only 2 to 4 to the mile of line. But now 





operating men realize that it pays to install the greater number of 
Expulsion Type arresters which this “100% Protection” requires, and you can tell 

Arresters ° ‘ ‘ 
them that the Expulsion Type arrester was designed particularly to 


fulfill this service. 


Tell them that the Expulsion Type lightning arrester is relatively 
cheap, easily installed and very efficient. See that they have a copy of 
our Catalog No. 175. 





Don’t forget that this Expulsion Arrester does not supersede the 
Garton-Daniels Arresters. The latter is probably the most effective 
lightning arrester for universal use a man can buy, and you should 





recommend it for the protection of all station apparatus and even for 
large important transformer installations. 





Now is the time to get your customers started on lightning protec- 
Garton-Daniels A. C. x 


and D.C. Arresters tion, and to get the greatest assistance from our advertising. 


Have You a Copy of Our Catalog No. 175 with You? 


ELECTRIC SERVICE SUPPLIES CoO. 


Manufacturer of Railway Material and Electrical Supplies 
PHILADELPHIA NEW YORK CHICAGO 
17th and Cambria Streets 50 Church Street Monadnock Building 
Branch Offices: BOSTON, SCRANTON, PITTSBURGH 
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ELECTRO-BOIL 


(Small Size) 


WHAT IT IS— 

A simple, safe and effective 
device that furnishes warm or 
boiling water the moment it is 
wanted, at lowest possible cost. 

The “ELECTRO-BOIL” is 
made in sizes to meet every 
heating need from a small quan- 
tity to a bathtub full. 

THE MARKET— 

Doctors, Nurses, Dentists, 
Schoolrooms, Homes, Hospitals, 
Summer Resorts, Hotels, Trains, 
Barbers, Manicurists, Halls 
Kitchens, Janitors, Drug Stores, 
Clubs, Restaurants, Office Build- 
ings, Bath, Factories, Shops, 
Stores and anywhere, where peo- 
ple are that have electricity. 

HOW TO SELL THEM— 

Sell each of your dealers one 
of our SILENT SALESMAN 
ANIMATED COUNTER 
SHOW STANDS—the goods 
will sell themselves and contain 
just enough to make a general 
showing of sizes, usages, and 


prices. 

THE ANIMATED SHOW STAND 
CONTAINS: 

4 No. 1 ELECTRO-BOIL......... $ 6.00 

2 No. 2 ELECTRO-BOIL.......... 8.00 

1 No. 3 ELECTRO-BOIL.......... 10.90 

1 No. 4 ELECTRO-BOIL.......... 25.00 


Bathtub size. 

Very attractive discounts to both job- 
bers and dealers. 

The rapid turnovers will prove a 
money making investment. 


MILWAUKEE 


MANUFACTURING CO. 


CAPITAL STOCK, $200,000. 
ELECTRICAL APPLIANCES 


MILWAUKEE, WIS. 





ELECTRO-BOIL 


(Bathtub Size) 























carrying a part of his stock over dur- 
ing cool seasons the dealer should be 
reminded that during favorable sea- 
sons the fan is the fastest selling 
item he handles. His stock can be 
turned over not two or three times a 
year but as many times in a few 
weeks. If he will average the turn- 
overs of a good season with those of a 
poor season he will find that over a 
period of years his fan turn-overs and 
profits rank well up toward the top 
of his list. The fan stock which is 
frozen today while the weather is cool, 
melts like the snow under an April 
sun on the morrow which ushers in 
the heat wave, provided the owner of 
that stock is prepared with a real 
selling plan which he can launch the 
day the warm weather starts. If the 
jobber’s salesman helps his dealers 
prepare such a plan he need not feel 
greatly concerned about any 1920 
held-over stocks in his territory. 





Free Repairs gets Business 


A large electrical appliance manu- 
facturer recently gave publicity to a 
business-getting scheme conducted by 
a hardware store making a specialty 
of electrical home appliances. This 
merchant hired a repair man at $40 a 
week and then advertised—“We do 
electrical repairing free.” Of course, 
new parts were charged for, but sup- 
plied at cost. The instigator of this 
plan said it gave him a valuable mail- 
ing list, as the many who brought in 
appliances were naturally interested 
prospects. He further stated that 
good results were obtained from cir- 
cularizing those whose names ap- 
peared on this list. 





H. S. Johnson Passes On 
It is with profound sorrow that the 
Charleston Electric Supply Co., 


Charleston, W. Va., announces the 


‘death of its president, Howard S. 


Johnson. Mr. Johnson passed away 


on Friday, Feb. 25, 1921. 





Inland Issues Catalog 
Inland Electric Co., 14 North 


Franklin street, Chicago, Il., has just 
published a new 1,000-page catalog 
covering its line of electrical supplies 
and appliances. The book was printed 
by the R. R. Donnelley Co. 














NAILTT- 
KNOB 


Trade Mark Registered 








The Original and Best Yet 


Nailit-Knobs are :— 
Correctly Designed 
Ruggedly Constructed 
Carefully Selected 
Properly Pressed 
and 
The Porcelain is Hard 

and Tough 


No. 1 Nailit-Knobs 
Move Fast 


Get Behind Them 
and Push 


Patented Feb. 3, 1920 


J. H. Parker & Son, Inc. 
Parkersburg, W. Va. 
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Now is the time for all 
good men to rally to the 
support of the industry 




















E make and purvey the juice and 

the accessories appertaining thereto 
that galvanize life and industry into 
action. 
By and large, no matter how much the 
manufacturers manufacture, how much 
the jobbers job, nor the contractors install 
and the dealers deal, unless we have our 
utilities sound in their earnings, happy in 
their public relations and without re- 
straint in the development of their re- 
sources, we put a drag anchor on our 
mutual prosperity. 
Let’s all agree that there’s one thing we 
can fight for on common ground—a fair 
deal for the utilities and a fair chance for 
the industry. 
It’s a sleeves up, wet-handed, sweaty- 
browed prospect we're looking into—but 
who's afraid? 


“1921 WILL REWARD THE 
FIGHTERS—LET’S GO!” 


Electrical Supply Jobbers Ass’n 


411 South Clinton Street, CHiCAGO 
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ynane & "MARK. 


"AMERICAN BRAND” 
WEATHERPROOF WIRE AND CABLES 


HAS NO EQUAL 


“AMERICAN 
BRAND” 


Weatherproof and 
Bare Copper Wire 
and Cables 


It 


MERIT 














,- 
" 


You Cannot Talk Merit 
Into a Wire. It Must Be 
Put There. 


“AMERICAN BRAND” 
Weatherproof Wire Will 
Convince Your Custom- 
ers That the SUPERIOR 
Quality is Put There. 
Jobbers’ salesmen should 
send for samples of “Amer- 


ican Brand” wires and con- 
vince themselves. 


American Insulated 


Wire & Cable Co. 


CHICAGO 











HAS NO EQUAL 





W. IL. Bickford 


(Continued from page 21) 


in the electrical jobbing fraternity. 

In the early days of the Iron City 
Electric Co. Reidinger was president, 
R. C. Murdock, vice-president, and 
Mr. Bickford, secretary. Aside from 
the officers the firm consisted of an 
office girl. While on the subject it is 
interesting to compare it with the com- 
pany’s present size. It now is one of 
the largest in the East having an out- 
side force of salesmen consisting of 
between twenty and thirty men be- 
sides its large complement of engi- 
neers, salesmen, specialists, etc., on 
the inside. Compare with this the 
days of 1908 when Mr. Murdock, the 
vice-president, was the whole sales 
force, traveling the territory men- 
tioned before! 

“At that time,” says Mr. Bickford, 
“Mr. Murdock called on a customer 
once in every six weeks or more prob- 
ably two months, and we thought he 
was getting all the attention he 
needed. A few feet of wire, a stand- 
ard package of sockets or a few hun- 
dred knobs or tubes was a big order 
then and such quantities we always 
had shipped direct from the Electric 
Appliance Co., our source of supply, 
in Chicago. 

“After awhile we got a little far- 
ther along and began carrying a 
little stock in a basement room of the 
building adjoining the one in which 
we were located. We then got so 
big we had to hire a stock boy who 
happened to be T. E. Pfischner, at 
present our star salesman. Mr. Pfisch- 
ner began work for us at $4 a week, 
and is now a stockholder in the com- 
pany. 

“As the supply business developed 
and with the oncoming of changed 
conditions we realized that it was 
either a case of going into the job- 
bing business right or getting out al- 
together. So on Jan. 7, 1909 with the 
idea of going ahead in mind we formed 
the Iron City Electric Co. as a job- 
bing institution apart from the con- 
struction company. So the engineer- 
ing company stayed where it was and 
the Iron City Electric Co. occupied a 
six-story and basement building at 
No. 711 New Grand Street. 

“The first step after forming the 
new company was to make applica- 
tion to the Electrical Supply Jobbers’ 
Association and were unanimously 


elected by the other five Pittsburgh 
jobbers.” 

With but a few exceptions the 
salesmen on the road for the Iron 
City Electric Co. have grown up with 
it, a large number of them, including 
the sales manager, being graduates of 
the stockroom. As a mark of appre- 
ciation the company has insured these 
salesmen for as high as $15,000. This 
insurance stands as long as the in- 
sured stays with the company. 

In May 1, 1917, the company 
moved to 436 May Street, and about 
a year and a half later Mr. Murdock 
passed away. 

Since the Iron City Electric Co. 
entered the jobbers’ association, Mr. 
Bickford has been one of its most 
active and popular workers. In the 
spring of 1917 he was elected to serve 
on the executive committee for one 
year and later was re-elected. He is 
now serving a three-year term on 
this same committee. Locally and ter- 
ritorially he is also very active in elec- 
trical circles as president of the Lake 
Erie Jobbers’ Club and on the execu- 
tive committee of the Pittsburgh Elec- 
tric League. 

The breadth of Mr. Bickford’s activ- 
ities reaches far beyond electrical cir- 
cles. He belongs to the Delta Upsilon 
fraternity and has kept in close touch 
with its progress and doings ever 
since his college days. The fact that 
he is president of Pittsburgh Alumnae 
Association of the Delta Upsilon fra- 
ternity attests to this. He is also a 
member of the University Club, Du- 
quesne Club, Pittsburgh Athletic As- 
sociation, Pittsburgh Chamber of Com- 
merce, Pittsburgh Automobile Club 
and belongs to the Blue Lodge and 
Chapter in the Masonic Order. 

Warren Bickford is one of the few 
jobbers who do not play golf. Asked 
why, he said he did not know—it has 
just happened that way. But in the 
place of being a golf fiend he is a 
“rabid” motor enthusiast. He not 
only never walks in the city but never 
uses the train in driving to the job- 
bers’ conventions; it’s always drive 
there in the car. This year will make 
his fifth trip to Hot Springs, Va., via 
motor car. 

Mr. Bickford is the proud father 
of two daughters, one seven, and the 
other ten. They have inherited the 
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SALABLE 


FROM EVERY ANGLE 


Jobbers’ Salesmen will find it profitable right now 


to get behind The Premier and push. 
At the Jobers’ : a 
Salesmen’s Elbow Our campaign for the Spring puts advertising at 


the Jobbers’ Salesmen’s elbow. 


We are going into the Sunday newspaper roto- 
Intensive Advertising gravures—and going in with a real swing. We are 
That Quickens Sales 2/So using black and white and the big national pub- 
lications for women—Ladies’ Home Journal, Good 
Housekeeping, Woman’s Home Companion and the 

Butterick Combination. 


We are going to tell, beginning March 27, the 
Talking to story of The Premier to more than ten million 
Ten Million Families 4™€rtican families. The circulation of the rotogra- 
vures and other newspapers and magazines which we 

will use, totals 10,753,753. 


You know already that Premier construction is 
perfected and standardized, and that the price is 
right. 


Construction and 
Price Are Right 


You know The Premier financial plan, which helps 
Practical dealers carry installment sales, enabling the man 
Selling Plan of moderate capital to do an unlimited Premier busi- 
ness without embarrassment. If you don’t know 
this plan, write us and we will tell you about it. 


From every angle, The Premier has always been 
salable, and the new advertising, right at your door, 
points the way to quick turn-over. : 








Fw ET' 
First Among Cleaners 


ELECTRIC VACUUM CLEANER CO., Inc. 
CLEVELAND, OHIO 


Premier Service Stations in principal cities 


w & 








Exclusive C anadian Distributors: 





Canadian General Electric Company, Limited, Toronto, Ont., 
and Branches 
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Prices Reduced! 
Emerson Fans 





Northwind Fans 





Price reductions of 
approximately 10% on 
Emerson and Northwind 
Fan Motors became ef-= 
fective Feb. 23, 1921. 
All fan motor types 
except ventilating 
and exhaust fans were 
included. 


New bulletin lists, 
new trade price lists, 
and price schedules 
have been printed and 
widely distributed. 

Be sure to work only 
from price lists dated 
Feb. 23, 1921. 


No reduction in 
prices of Emerson 
power motors has oc- 
curred since November 
10, 1920. Motor 
price book No. 51 re- 
mains in effect. 

Production of Emer- 
son Fans is large 
enough to provide 
plenty of fans for 
all this year. Attrac- 
tive and varied sales 
helps are ready for 
dealers. Be sure your 
contract customers 
are supplied. Bul- 
letin No. 4018 gives 
all details and con- 
tains an order blank 
for advertising. 


Let us know if we 
can help you in any 
way to sell fans. 


a a a 


THE EMERSON 
ELECTRIC MFG. Co. 
St. Louis New York 














auto bug from their dad for they are 
always along to help him change tires 
or clean out the carburetor. 

« In closing the author’s interview 
with Mr. Bickford, he passes on these 
few words of counsel which represent 
his views of the future of the jobbing 
branch of the industry: The successful 
jobber of the future will be the one 
whose policy is strictly ‘wholesale 
only,’ and the jobber’s salesman who 
wishes to grow with the industry will 
treat his customers fairly and hon- 
estly.” 

And the adoption of these princi- 
ples and the Goodwin plan by Mr. 
Bickford and his organization is a 
very good barometer of the future suc- 
cess of his company. 





“Wholesale Only” 


Here is a letter recently received by 
the Superior Supply Co., Bluefield, 
W. Va. 

“Dear Sir—I am just writing about 
a few things I want. Could you sell 
me 500 ft. of wire at the same time 
send me your wholesale price on your 
things. I like to buy 10 sockets and 
10 switches, 10 rosets, whole lot of 
things. 

“I like to order them this month. 
Please send me the price list—Truly 
yours.” 











V.C. Johnson, salesman for the Newark 
Electrical Supply Co., Newark, N. J., as 
can be seen above, always carries around 
with him his twenty-seven years’ experience 
in the jobbing business, all carefully 
wrapped up. The old adage, “Now you've 
got it, what are you going to do with it?” 
doesn’t apply to V. C. at all, because he 
uses it to the very good advantage of 
himself and his company. We wish we had 
twenty-seven years’ experience doping up 
the swindle sheet. 





Buhrke Safety 
Belts =» Straps 












Spring 
Brings Line 
Construction 


and its demand 
for Linemen’s 
Equipment 


ARE THE LINEMAN’S 
INSURANCE POLICY 


Made by the only specialist in 


leather goods for electrical 
workers in the United States. 
A quality line that brings pres- 
tige to the jobber’s salesman 
and his house. Backed by forty- 
four years’ experience in manu- 
facturing devices for the line- 
man’s protection. 





BUHRKE SAFETY BELTS 





BUHRKE SAFETY STRAP 


Sell your customers on Buhrke 
Quality and they will stay sold. 


R. H. Buhrke Co. 


(Established 1877) 
1238-1250 Fullerton Ave.,Chicago 


“The House of Quality” 
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Sell the Line to Yourself Before 
You Try to Sell It to Others 
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The jobber’s salesman who makes 
a practice of using sales arguments 
on himself in order to sell himself 
on a line he is handling, is the 
salesman who fills his order book 
the quickest. 

The Thomas & Betts Company’s 
line of conduit fittings and elec- 
trical specialties covers every 
known requirement in common 
practice. 

Study the “T & B” line. 

Learn the uses of its products— 
their adaptability and compare 
them with other makes. 

Sell yourself FIRST. 

Then go out and sell to your cus- 


tomers. 
You'll find it easy—then. 


The Thomas & Betts Co. 


NEW YORK CITY 

OFFICES AND AGENCIES. 
Thomas and Betts Company, Boston 
Thomas and Betts Company, Philadelphia 
Doherty-Hafner Company, Chicago 
H. B. Squires Company, San Francisco 
H. B. Squires Company, Los Angeles 
H. B. Squires Company, Seattle 
Kemp Haythorne, San Antonio 
Lyman C. Reed, New Orleans 
Chas. S. Broward, Atlanta 
A. H. Keleher, N. Y. C. for South Am. 
Thrall Elec. Co., Havana 
Northern Electric Co., Ltd., Canada. 
































































































THE JOBBER’Sf~)SALESMAN 











MANUFACTURERS 















Steatite Evectric Propucts Corp., 
Yorktown Heights, N. Y., is offering 
to the trade a prize of $250 for the 
best name for its soapstone iron which 
heretofore has been merchandised 
through the regular electrical trade 
under the name “‘Stahot.” The manu- 
facturer states that owing to the fact 
that the name ‘“Stahot’” cannot be 
protected by registry, there having 
been at one time other electrical appli- 
ances made and sold under a name 
somewhat similar, he is desirous of 
substituting an entirely original name 
and one which can be fully protected. 
The name should indicate the heat- 
retaining qualities of this particular 
iron and conform to the restrictions 
laid down in the announcement. The 
contest closes April 6 and all sugges- 
tions should be sent direct to the 
Steatite Electric Products Corp. The 
contest is limited to employees engaged 
in the distribution and sale of elec- 
trical goods, either with a jobbing 
house, central station or dealer and is 
open to both sexes. 


Gunp Mre. Co., LaCrosse, Wis., is 
featuring its line of Drive and Twist 
anchors. One of the principal points 
of advantage claimed for the Drive 
and Twist anchor is that it is a most 
efficient, economical and fast method 
of anchoring. All that need be done 
to place it in the soil is drive it down 
and give it three twists. It occupies 
a space of only 5x2 inches. It is said 
that no soil need be moved or removed; 
that all soil above the blades remains 
solid, thus giving great holding power ; 
that there need be no digging, result- 
ing in damage suits; that it is made of 
forged steel throughout, and that it 
reduces construction costs. 


Wuite Lity Mre. Co., manufac- 
turer of White Lily washing machines, 
Davenport, Ia., announces that its 
new buildings have been completed, 
and that its entire new plant is now 
in operation. The company is look- 
ing forward to a year of prosperity 
in 1921. Sam T. White, president of 





the company, in a statement issued 
says: “Business is coming in better 
than it has for several months. In 
fact, we can see nothing but one of 
the biggest and best years for the 
White line of washing machines that 
we ever had.” Mr. White also states 
that the company is in an excellent 
position to fill all orders and inquiries 
in a prompt and careful manner. 

H. G. Weeks MANUFACTURING Co., 
Hamilton, Ohio, has just placed on the 
market a new lighting-circuit double 
hot plate. A full meal can be cooked, 
the maker says, on the two seven-inch 
plates the combined current consump- 
tion of which is but 880 watts. It is 
especially adaptable, it is claimed for 
the apartment house dweller who does 
not want to do expensive wiring for the 








A. F. (Al.) Soutar has left the ranks of 
the Western Electric Co., where he spent 
19 years in the purchasing department at 
Chicago and New York, to become sales 
manager of the R. H. Buhrke Co., Chi- 
cago, manufacturers of linemen’s safety 
appliances. Al says he’s learning how it 
feels now to get an order instead of giv- 
ing one. The Buhrke company believes 
that as a purchasing agent Al will make 
an excellent sales manager. 











benefit of an avaricious landlord. It is 
further stipulated that one can cook 
very cheaply at the ordinary lighting 
rate. A smail oven, 10 inches square 
is furnished with the plates when so 
desired. The H. G. Weeks company 
distributes its output entirely through 
electrical jobbers. 


Bieapon-Dun Company, 2138-217 
South Peoria street, Chicago, has ap- 
pointed the Western Agencies Com- 
pany, 285 Minna street, San Fran- 
cisco, Calif, as its Pacific coast rep- 
resentative. The Western Agencies 
Company has branch offices at 125 
East 9th street, Los Angeles, Calif., 
and 928 Pine street, Seattle, Wash. 
It has an organization consisting of 
18 salesmen who call regularly on all 
electrical jobbers in western territory. 
It is the plan of the Western Agencies 
not only to take orders for Violetta 
violet-ray machines, but also to assist 
the jobber in distributing his stock 
among dealers. It is prepared, with 
the co-operation of the Bleadon-Dun 
Company, to arrange complete window 
displays in the dealers’ windows and 
to keep frequently in touch, by mail, 
with all dealers whose names are fur- 
nished by the jobber. The Western 
Agencies will keep a stock on hand at 
all offices and is prepared to make 
partial immediate delivery. It is pre- 
pared to lend the assistance of its 
sales force and other co-operation to 
all jobbers in its territory handling 
the Violetta line. 


BrerGHMAN Co., 5428 Fulton street, 
Chicago, Ill., has placed on the mar- 
ket a useful little device known as 
the Berghman Indicator and Socket 
Extension. As the name implies its 
duty is twofold: first, it acts as a 
means of indicating whether the cur- 
rent’ is on or off when used in con- 
nection with any heating. device, and 
second, it serves as a socket extension. 
Berghman Indicator and Socket Ex- 
tensions are packed in attractive car- 
tons for counter display purpose. 














March, 1921 


THE JOBBER’S[A~])SALESMAN 








New Electrical Products Illustrated 





The Holophane Company, 340 
Madison avenue, New York City, 
has developed a color filter for use 
with its window lighting reflector 
No. 922. This color filter is made 
in all colors and is arranged to 
clip on the lower edge of the re- 
flector so that it may be easily 
put on or taken off without the 
use of tools. The Holophane 
window reflector No. 922 trans- 
mits enough light to illuminate 
the valance or transparent sign 
and when the color filter is placed 
over the bottom of the reflector 
the result is said to be very pleas- 
ing. The transparent sign is 
lighted with white light and the 
window display is illuminated with 
colored light. 











The “Stahot” electric iron embodies 
a heat reservoir. This is composed of 
soapstone (steatite) in which the coiled 
heater wire is embodied, making an ele- 
ment entirely self-contained. The soap- 
stone holds heat, and the current can be 
turned off for a surprisingly long time 
while the iron is operated on the stored 
heat. In the “exploded” view above, the 
soapstone element is shown in the mid- 
dle with the two terminals protruding. 
Assembled, the iron possesses pleasing 
lines and is said to have five per cent 
greater ironing surface than the or- 
dinary iron of its weight. It is manu- 
factured by the Steatite Electric Prod- 
ucts Corporation, Yorktown Heights, 
ae A 











The Noark Allsafe switch is an 
enclosed fused safety switch oper- 
ated from the outside. Unlike 
many socalled “safety switches,” 
says the maker, it is not merely an 
ordinary open type of switch 
mounted in a box and externally 
operated. The Noark Allsafe 
switch is said to embody entirely 
new ideas in design and construc- 
tion, resulting in many new safety 
features and other advantages. 
Full details are contained in a 
bulletin entitled “Noark Allsafe 
Switches,” published by the manu- 
facturer, the Johns-Manville Co., 
New York City. 














“Electro-Boil” electric immersion 
heater is an application for the quick 
heating of water and is manufactured 
by the Milwaukee Mfg. Co., 1316 Fond 
du Lac avenue, Milwaukee, Wisc. This 
unique little device is composed of a 
metal cylinder with metal discs inside, 
perforated to admit a ready contact 
with the water which completes the cir- 
cuit and turns on the current when the 
heater is immersed. As it consumes 
electricity only when immersed in wa- 
ter, there is no fire hazard attached to 
it. Electro-Boil is made in four sizes, 
one for every purpose, the bathtub size 
being shown above. Its operation ex- 
pense is said to be negligible. 








The “Humanity” washer manufac- 
tured by the Central Manufacturing 
Co., 2525 Montgomery street, St. 
Louis, Mo., claims for itself several 
distinctive and exclusive features, 
chief among which are: 22-inch drop 
inside of the cylinder, which gives 
the proper force to water, air and 
suds, as they drive upwards through 
the clothes; the cupped holes which 
make a very smooth surface on the 
inside of the cylinder, making it im- 
possible to tear the clothes or catch 
the buttons, and the ribs in the cyl- 
inder are in one and the same piece. 
The cupping of the holes and the 
special construction of the ribs is 
said to produce a stronger cylinder. 
The “Humanity” is furnished either 
with or without a gas burner to keep 
the water hot. 


















One of the big little things in elec- 
trical construction work is the con- 
crete anchor. In this one, made by 
Thomas & Betts Co., New York, the 
open construction permits the con- 
crete to flow around and through the 
base. Thus, a secure anchorage is 
provided without weakening the con- 
crete, suitable for conduit hanging, 
chandeliers, sprinkler systems, etc. 
The device is electro-galvanized, pro- 
viding a surface with which the con- 
crete will bond. 

















rate. 


At the left is a reproduction of a new light- 
ing-circuit double hot plate which has been 
placed on the market by the H. G. Weeks 
Co., Hamilton, O. ._The two seven-inch hot 
plates combined consume 880 watts. It is 
said to be designed for and best adapted to 
small apartments, and that it can be oper- 
ated very cheaply at the ordinary lighting 
A small oven 10 inches square is fur- 
nished with the hot plate when so ordered. 
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Big Profits! 





Here, you live-wire salesmen, 
is a chance to increase the 
profits of your house—and 
your own. Quick sales and 
Big Profits result if you will 


get behind 
Gale’s Commutator Compound 





% 


~~ GALES x 
3 CONMUTATOR IMPOUND. 


WB RECTIONS FOR USE 





Thousands of your customers 
use compound. Why not sell 
them the best? Why don’t 
you make the profit that some 
one is going to pick up? 


Gale’s Commutator Com- 
pound is not only the oldest, 
but it is pronounced the best 
on the market. It has been 
used all over the world for 
more than 30 years. It’s the 
easiest thing to sell—the eas- 
iest and quickest money 
maker. If you are one of the 
few not acquainted with 
Gale’s, let’s send you free 
samples and the selling dope. 


K. McLENNAN & CO. 


Sole Manufacturers 


1751 W. 35th St. : Chicago 


QUICK SALES 
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Nationat Metat Moxpine Co., 
Pittsburgh, Pa., has just put into cir- 
culation its new National Metal Mold- 
ing Handbook. The booklet begins 
with a treatise on National Metal 
Molding and its uses together with 
pictures illustrating its adaptations. 
The balance of the book is principally 
a catalog of National products with 
tables showing the choice of molding 
and fittings and illustrations depicting 
the proper methods of installing Na- 
tional Metal Molding. All this in- 
formation is contained in a booklet of 
coat-pocket size. 

Franco Exectric CorPorATION 
announces the removal on May 1 of its 
executive offices and factory to the 
newly constructed “Franco” building 
located at Tillary and Pearl streets, 
near Borough: Hall, Brooklyn, N. Y. 
The branch offices will continue at 549 
Washington boulevard, Chicago, IIl., 
and 1838 First street, San Francisco, 
Calif. The Franco organization is es- 
pecially pleased with the change to the 
more spacious quarters which will en- 
able them to take better care of its 
extended business activities. Franco, 
it has been said, has made vast im- 
provements in the production of 
Franco flashlights and batteries with 
resultant popularity and now, espec- 
ially, this additional business can be 
taken care of with promptness and 
despatch. The Franco organization 
continues under the guidance and gen- 
eral management of J. Block, vice- 
president. 

Strrair & Ricwarps, Inc., Fabyan 
place, Newark, N. J., has recently 
added to its organization E. A. Linier 
who will be actively engaged in sales 
promotion work and office manage- 
ment. This company, though fre- 
quently spoken of as the most impor- 
tant manufacturer of gas logs in the 
country, has been in the “electrical 
family” for only about a year. In that 
time, however, the “Glolog,’ as the 
électric log is called, has created a 
distinct place for itself among electric 
appliances, and is  merchandised 
through jobber channels. 

Dumore High Speed Grinders, 
Motors and Drills, are products of 
the Wisconsin Electric Co., Racine, 
Wise. This line which embraces a 
wide variety of types and styles is 
readily adaptable to industrial, garage, 
machine shop and home use. The 
manufacturer has just had prepared 
several attractive folders fully de- 
scriptive of this equipment. Dumore 

















IT’S PERFECT! 


Note the new way of assembling 


The BULLDOG 
KNOB 


Made and Sold under License 
United States Patent, Feb. 3, 1920 


The placing of the central bush- 
ing on the cap instead of the 
base, places it in a class by itself. 


You will be safe in recommend- 
ing this knob and all of our prod- 
ucts to your customers. Write us 
for any further information de- 
sired. 


Illinois Electric Porcelain Co. 
Macomb, III. 
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H E doesn’t reverse couplings, 
he doesn’t run dies over pipe 
ends—he never even puts the con- 
duit in a vise when he installs. 





ITTSRIID 
ditty 

ENAMELED CONDUIT 
ST ANDAR 


Patented Thread Protectors— 
clean threads. It reaches the job 
ready to install. Ask any electrical 
contractor. 

Costs no more than ordinary 
enameled conduit—sells easier. 


Enameled Metals Co. 


PITTSBURGH, PA. 
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BERGHMAN INDICATOR 
and SOCKET EXTENSION 


Tells when the 
Iron, Percolator, 
Water Heater, or 
other heating de- 
vice is heating 
or cooling. 

Write for com- 
plete details. 

Eastern Repre- 





New York, N. Y. 





Boulevard, 
Chicago, Ill. 
Manufactured by 
BERGHMAN 
COMPANY 
5427 Fulton St., 
Chicago, III. 























Hotel Radisson 
Minneapolis 
In the Heart of 
the Retail and 


Theatrical Dis- 
trict. 


450 Rooms at Moderate Rates 


4 Large Cafes 


The Largest and 
Most Complete 
Hotel in the 
Northwest. 


Sign 
Subscription 


Coupon 
Page 89 











products are distrbuted through the 
electrical supply jobber exclusively. 


“TELLING THE Pusiic About the 
Switch You Sell,” is the title of a six- 
page, 814x11 folder in two colors, be- 
ing distributed to jobbers and retail- 
ers of C-H 70-50 switches by The 
Cutler-Hammer Mfg. Co., of Milwau- 
kee, Wis. The various advertisements 
to be run this year in the Saturday 
Evening Post, Pictorial Review and 
Good Housekeeping, are reproduced, 
and a graphic chart shows the dealer 
how many people will be reached 
through this advertising during each 
month of the year. The new 70-50 
Switch Display Cabinet is illustrated 
in colors, and several lantern slides and 
small advertisements explaining the 
convenience and advantages to be ob- 
tained from the C-H 70-50 Switch, 
are shown. The slides and advertise- 
ment electrotypes are distributed free 
to dealers. 


Tue Trico Fuse Mre. Co., Mil- 
waukee, Wis., announces that, owing 
to the increased demand for Trico 
fuses, it has been found necessary to 
establish an independent sales organ- 
ization, working out of the factory at 
Milwaukee. 


Marine Wire Co., Muskegon, 
Mich., manufacturers of enameled, 
cotton and silk covered magnet wire, 
announces the appointment of Harry 
S. Simpson, 904 Westminster building, 
Chicago, IIll., as its sales representa- 
tive for the Chicago territory. 


A. F. Sovurtar, formerly with the 
Western Electric Co. at Chicago and 
New York, has been appointed sales 








Kelley-Howe-Thompson Co., 
Wholesale Hardware, 
Duluth, Minn., Dec. 15, 1920 

L. B. Allen Co., 
4517-29 N. Lincoln St. 
Chicago, Illinois. 
Gentlemen: 
.... We also want to thank 
you at this time for the co- 
operation given us this past 
season, and might add that 
your product has been one 
of the most satisfactory items 
that we carry in stock. 
Yours very truly, 
Kelley-Howe-Thompson Co., 
By W. R. Hay. 
Your experience with the 
Allen Line of Sodering Flux 
would be equally as satisfac- 
tory. Speak to your buyer 
about stocking it. 


L. B. Allen Co., Inc. 


4586 N. Lincoln Street 
CHICAGO, ILL. 














manager of the R. H. Buhrke Co., | 
1240 Fullerton avenue, Chicago, pio- | 
neers in the manufacture of linemen’s | 
safety appliances. The company, | 


which was established in 1877, is said 
to be one of the largest in its field 
and has had a steady growth since its 
inception until it today occupies a 
large manufacturing plant, enjoying a 
nationwide distribution. The company 
intends to market its products under 
its own name in the future and is just 
launching an extensive advertising 
campaign to co-operate with its job- 
bers and dealers. 


Cuicaco Fuse Mra. Co., Chicago, 
Ill., has had printed for the use of 
the jobber and plant electrician or 
engineer a “fuse motor rating card” 








“CENTRAL” 
Rigid Steel 


CONDUITS 





Illustration shows a piece of 
Y% inch “Central Black” 
wound around 3 inch pipe. 
There is no buckling or flat- 
tening of the pipe and the 
enamel has not cracked or 
flaked off. Our special heat 
treatment gives this remark- 
able ductility. 
‘*Central White” 


(Galvanized ) 


‘**Central Black’ 


(Enameled) 


CENTRAL TUBE CO. 


PITTSBURGH, PA. 
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PURCHASE 
CONSTRUCTION TOOLS 
" NOW 


We can meet your 
requirements for any 
kind of construction 
and maintenance 
Tools for general 
construction work— 
telephone, telegraph, 
central stations, rail- 
roads, etc. 


In addition we can 
furnish the right 
kind of tools at the 
right price and give 
you prompt service. 


Nl 
4 


Give us an oppor- 
tunity to quote on 
your customers’ re- 
quirements. 


| PAUL W. HERBST 


Distributor of High 
Grade Tools 
Dept. 4, 180 N. Dearborn 
Street, Chicago, III. 





KLEIN & SONS 
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Magnet Wire 


Magnet Wire 
Products 


Quality Service and 
Quantity Production 


The name 


DUD Lo 


stands for highest grade magnet 
wire and coils. Used by large 
manufacturers everywhere. 


DUDLO MANUFACTURING CO. 


Fort Wayne, Ind. 














on which is indicated the size fuse re- 
quired on any a-c. or d-c. motor up to 
300-hp. These ratings occupy one 
side of the card while the other side 
is taken up a table of prices, numbers, 
capacities, etc., on Union Renewable 
Fuses. An eyelet in the top of the 
card permits its being hung in front 
of the jobbers or engineers desk. Job- 
bers’ salesmen are invited to have 
their industrial customers write the 
Chicago Fuse Company for one of 
these handy tables. 


M. F. (Por) Green of Baltimore, 
Md., has recently been appointed 
southern sales manager of the Arrow 
Electric Company of Hartford, Conn., 
manufacturers of electrical wiring de- 
vices. His headquarters will be at 804 
Continental building, Baltimore and 
Calvert streets, Baltimore, Mr. Mr. 
Green will have charge of sales in 
all southern Atlantic states. 


Tue Ames Wire Co., New Haven, 
Connecticut, announces the opening of 
a Chicago office at Room 1105, Mo- 
nadnock block, 53 West Jackson 
boulevard, Chicago, IIl., telephone— 
Harrison 5057, in charge of H. B. 
Bassett. This company also maintains 
branch offices at Room 640, Guardian 
building, Cleveland, Ohio, in charge 
of J. T. Crippen, and in New York 
City, Room 1208, 52 Vanderbilt ave- 
nue, in charge of H. S. Glasby. 


L.E.Wooren Co., INc., 277 Broad- 
way, New York City, announces the 
purchase of the Crawford motor plant 
of the William B. Durgin Co., Concord, 
N. H. Crawford motors, however, will 
continue to be manufactured under the 
name of the Crawford Manufacturing 
Co. with the same factory organization 
in charge. The Wooten companys says 
that with the increased facilities for 
service that have been provided it can 
make prompt shipment on all size 
motors from 14 to 15 hp., either two 
or three phase. Officers of the Wooten 
company are: L. E. Wooten, president ; 
J. J. Crawford, vice-president, and 
P. J. Gill, secretary-treasurer. 


Tue Marine Wire Co., Muskegon, 
Mich., manufacturers of enameled and 
cotton covered magnet wire, announces 
the appointment of H. A. Strickland, 
844 Book building, Detroit, Mich., as 
its sales representative for the state of 
Michigan. It has also appointed the 
Beedle Equipment Co. of Cincinnati 
and Indianapolis as its representative. 
The Cincinnati office of the Beedle 





















For Telephone 
and 


Telegraph Lines 
Weatherproof and 
Troubleproof 


Where uninterrupted service 
is the first consideration, Chap- 
man Lightning Arresters con- 
stitute the 

First Line of Defense, on 


Toll Lines. 

Train Despatching Lines. 
Patrol Lines. 

Fire Alarm and 

Police Signal Systems. 





















Manufactured By 


Minnesota Electric Co. 
MINNEAPOLIS, MINN. 

































locks and unlocks any size fix- 
ture link and may be used as a 
socket wrench by expanding the 
nose against fibre socket cap in- 
sulator. 


Get a free demonstrating sample. 


MAYHEW TOOL CO. 


WILLIAMSTOWN, MASS. 

















Every Business 


of consequence ought to have proper card 
REPRESENTATION. 


WIGGINS 


Peerless Patent Book Form Cards 


are used by many of America’s 
largest card users—suDPeriority 
of engraving and the 
convenience of the book 
form style ex- 
Plains why. 
Send for tab 
of specimens, 
detach them 







their» sharp 
edges and gen- 
eral excellence, 


The John B. Wiggins Company 


Established 1857 
Engravers Plate Makers Die Embossers 


105 Peoples Gas Bide. CHICAGO 
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I ‘HE Josser’s SALESMAN is the only 
_~ publication devoted exclusively to the 
jobber’s salesman—it is your publication. 


_ It is a clearing house, for the exchang- 
ing of ideas and selling helps between 
salesmen. 


We think this live, snappy, interesting, 
helpful magazine is worth $1.00 of any- 
body’s money—don’t youP 

















| 
Send your answer on the coupon below. 
i 
‘ 
Re ee ee eee aa SBS © ’ 
‘ ‘ 
. SUBSCRIPTION COUPON é 
: THE JOBBER’S SALESMAN, : 
y 1018 South Wabash Avenue, ‘ 
‘ CHICAGO, ILL. , 
: _ Please enter my subscription to THE JOBBER’S SALESMAN $ 
¢ for one year. I am enclosing $1.00 in full payment. (Canadian 8 
¢ Rate, $2.00.) , 
‘ , ’ 
: NS oT, Cee OOS aoa POOR AT aRRT CE SORE MERE SO! Le ee ee ee : 
: aa et as een Ra Ee ne Cee ne rae eee ss 
‘ , 
$ nT renee mein sasamnesai : 
; Lg REE ae eRe NEED, Ce eI LIF Cem eR ne ee : | 
‘ a iticittcatite iii dictniisnemeiatiaahnleiltblatieaiuisinitan , | 
. , 
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PHILLIPS WIRE COMPANY 


PAWTUCKET, R. I. 











ARMATURE SLOT WEDGES 
Made of Hard Maple 


For new and repair work. 


> 2 
Vee a Mie. 


Made to any specification. 
Send us your blue print or sample. 


T. C. White Electrical Supply Company 


1122 Pine St., St. Louis, Mo. 


























Would YOU buy a SECOND-HAND 
CTRIC MOTOR at ANY price? 


you KNEW it to be as good as new? 
Wire us your inquiries. 
Second-hand Electric 
RY Motors Bought, Sold and 
ELECT Exchanged. 
CHICAGO, ILLINOIS In business since 1893. 
* 16th and Lincoln Streets Chicago, Ill, 


























HEMINGRAY 


Glass Insulators 





No. 9 Pony. No. 19 D. G. D. P. 
Specify “Hemingray” 


Hemingray Glass Co. 


Muncie, Ind. 

















company at 1809-10 Union Trust 
building is in charge of A. L. Beedle 
and the Indianapolis office at 509-10 
Lemcke building is in charge of F. T. 
Miles. 


Tue Cutiter-HamMer Mre. Co.’s 
office managers of the several district 
offices were in attendance at a general 
sales meeting, held in Milwaukee dur- 
ing the week of February 14 to 19 
under the direction of W. C. Stevens, 
sales manager of the company. 


Minnesota Exectric Co., Minne- 
apolis, Minn., has just had printed an 
attractive blotter showing reproduc- 
tion of the famous painting of a black 
and a white horse frightened at the 
lightning and thunder. The accompa- 
nying legend ties up with the picture 
by telling how the company’s product, 
Chapman lightning arresters, dis- 
penses with all surplus electrical en- 
ergy without harm to telephone and 
other similar equipment. 


Eureka Vaccum CLEAner Co., De- 
troit, Mich., on March 1 moved its gen- 
eral offices and factory from 101 on 
1525 Broadway to Greenwood and 
Dewey avenues, same city. The Eu- 
reka company says that the consoli- 


| dation of factory and offices will 


greatly facilitate the handling of 
business. 


Pass & Srymour, Inc., Solvay, 
N. Y., has compiled a very interest- 
ing folder entitled, ““The Truth Con- 
cerning Porcelain Pull Sockets.” A 
phantom view of the P. & S. pull 
chain socket is shown with arrows 
pointing to the various salient fea- 
tures of the device. The features are 
then discussed in detail. Pass & 


| Seymour believes these circulars 


should be of marked assistance to job- 
ber’s salesmen and dealers. Another 
circular being distributed by this com- 
pany is that discussing P. & S. 998 
and 999 chain pull receptacles for 
ceiling lights. 


DiaMonp ELecrricaL SPECIALTIES 
Corp., New York City, has evolved 
a broad plan to increase its sales by 
swelling the sales of all electrical ap- 
pliances and selling the public the 
electrical idea through advertising. 
The plan provides for every manner 
of co-operation with jobbers, jobber’s 
salesmen and dealers and details of 
the plan are printed in a booklet 
which jobber’s salesmen are. invited 
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/ Successor to 
/AMERICAN CROSS- 
ARM COMPANY 
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CEDAR POLES 


Northern 
White Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 


Minneapolis, Minnesota 




























Cedar Poles 


Butt Treating 
Open Tank Process 
The Valentine-Clark Co. 
Spokane, Wash. 


Minneapolis Chicago Toledo 




















POLES 


NATIONAL POLE C0. 


Escanaba, Mich. 


220 Broadway, 2844 Summit St., 
New York Toledo, O. 


Rialto Bldg., 
San Francisco, Calif. 
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to write for. This work will be han- 
dled by a sales promotion department 
recently instituted and under the di- 
rection of H. E. Erickson. This com- 
pany produces Diamond Electric 
Christmas tree outfits, Diamond 
swivel-clip flashlights and flashlight 
batteries. F. M. Rosenfeld is presi- 
dent and Walter D. Kahn, sales man- 
ager, of the company. 


Ture Curter-Hammer Mere. Co., of 
Milwaukee and New York, announces, 
through W. C. Stevens, sales manager, 
the following changes in its personnel 
at headquarters and territorial offices: 
G. S. Crane, who has been manager 
of the Cleveland office, will become 
manager of controller sales at the main 
office in Milwaukee. L. B. Timmer- 
man will be in charge of the Cleve- 
land office, and will act in the capac- 
ity of assistant to A. G. Pierce, man- 
ager of the central district. The Cin- 
cinnati office will become a part of 
the central district with R. I. Maujer 
as branch manager. E. N. Lightfoot 
will assume the title of manager of 
the heating department with head- 
quarters at the New York works, and 
will be in full charge of all matters 
relating to the sale of electric heating 
devices. 


Apex Exvectricat Distrisutina 
Co., Cleveland, Ohio, is conducting a 
sales contest among its distributors’ 
salesmen, announces R. J. Strittmat- 
ter, sales manager. The contest start- 
ed Feb. 19, and will close on March 
31. Prizes ranging from a Cheney 
phonograph down to a shaving outfit 
and cash bonuses from five to 25 dol- 
lars will be awarded winners among 
both wholesale and retail salesmen. 
Several such contests have been held 
by the Apex company before to the 
mutual satisfaction of itself, jobbers 
and jobbers’ salesmen. 


Nationa X-Ray Rer_ector Com- 
PANY’s engineering department re- 
cently received the following letter 
from a man living in Baltimore: ‘I 
live in the suburbs and would like a 
spot or floodlight, which I could throw 
at various points within 100 feet of 
the house and into the tops of sur- 
rounding trees, where at certain times 
of the year blackbirds roost in annoy- 
ing numbers.” He was told by X-Ray 
engineers that X-Ray No. 51-E pro- 
jector would chase ‘em. 








This is the GLOLOG 
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Your contractor-dealer can sell it for the better class of homes. Paves 
the way for an electric range. Glolog heats a whole room, not just a 
Efficient, economical.—Vic. Richards. 


spot. 















































f, VERY person connected with the selling end of 
the electrical industry will find something of in- 
terest, something worth reading, in every issue of 
THE JOBBER’S SALESMAN 


The sales experiences of some of the leading men in 
the industry will prove interesting and instructive to 
many. Various other features will be well worth read- 
ing each month. 


We want you to become a regular reader of THE 
JOBBER’s SALESMAN 


Send a dollar for a year’s subscription. 


Use Coupon on page 89. 
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UNDERWRITERS 
INSPECTED 
300 VOLTS - 1320 WATTS 
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Ready for Your Customers! 


These are real business days for real business getters. No more 
“sellers market,” no more order-dodging, no more delayed deliv- 
eries! For the SALESMAN who can get out and get under and 
come through with the business, it’s the Opportunity of a life- 
time. 





During the past there was a shortage of National Metal Molding 
and Fittings—just as there was of most other electrical products. 
But not now! Rapidly-returning normal conditions find us with 
increased manufacturing facilities and complete stocks of Metal 
Molding and all “National” Fittings and Devices—ready for your 
customers’ requirements. 


And we have just issued a new Metal Molding Hand-Book that completely 
covers the subject. If you want copies for any of your customers, just 
let us know. 


National Metal Molding © 


Fulton Building Pittsburgh, Pa. 
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The motor on the A B © Washer also operates the A B C Ironer; this saves the purchaser, or present 


owner of an A B C Washer, $32. 


Ironer may also be had as a separate unit, complete with motor, ‘for 
use with any other washer. 


Talk the Complete ABC Line 


F your house handles the A B C, 
vou have the edge on competition! 
For under one nationally advertised 

strongly entrenched name, you can offer 
the trade a complete line of modern 
home laundry equipment. 

One name to feature enables a dealer 
to concentrate. It cuts his sales and 
advertising costs. It lowers his invest- 
ment, increases his turnover. It sim- 
plifies his bookkeeping. He can com- 
bine his orders, obtain longer discounts 
and reduce freight and cartage costs. 
He benefits every way. 

You know how the A B C Super 
Electric Washer combines the three 
leading washing principles—offers, in 
fact, the advantages of a vacuum-type 
washer, an oscillating-tvpe washer and 
a cylinder-type washer in one. No need 
for a dealer to carry the three types in 
stock. Choice of maple or zine eylin- 
der, copper or galvanized tubs, further 
broadens the line. 


There is also the A B C “Alco” 
Washer, dolly-type, single or twin tub, 
to provide a low-priced machine. 

And now comes the new A B C Elec- 
tric Lroner, with “Iron-All”  attach- 
ment, that does practically 100% of the 
ironing—faster, more conveniently than 
previous types. , 

It has one especially outstanding fea- 
ture. It requires no motor if a woman 
owns any A BC Electric Washer, “Su- 
per Electric” or “Alco.” This saves her 
$32—a big sales argument. 

If a woman is buying a washer, this 
argument also helps sellan A BC. Im- 
mediately, or later, she can add _ the 
A B C Ironer and save $32! 

If she owns any other make of wash- 
er, the A B C Ironer has so many new, 
desirable improvements that the sale is 
easy to make. 

Make the most of the selling advan- 
tage vou have in the complete A BC 
line. Write us if we can be of assist- 
ance, any time, any place. 


ALTORFER BROS. COMPANY 


PEORIA, 
NEW YORK 


ILLINOIS 
SAN FRANCISCO 


BRANTFORD, ONT. 
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Performance 


OMETIMES the inexperienced cus- 


tomer judges the power of a fan by the 
fuss and noise it makes when in operation. 
But when the demonstrator turns the 


switch of the R, & M. Fan and shows that 
it not only produces a strong breeze but, 
due to perfect balance and accurate fit- 
ting of the moving parts, it does this with- 
out vibration and unnecessary noise, he 
has made a sales argument which is always 
effective. 


Ancther feature of R. & M. Fan perform- 
ance which has a strong appeal is the fact 
that the breeze leaves the blades at an un- 
usually wide angle. The area affected 
and the volume of air moved is, conse- 
quently, large as compared with the fan 
which drives the breeze at a narrow 
angle. 


The jobber’s salesman finds these very 
helpful sales points to pass along to his 
dealer customers. 


THE ROBBINS & MYERS COMPANY 


SPRINGFIELD, OHIO—BRANTFORD, ONTARIO 


New York Philadelphia Buffalo 


Cleveland 


Robbins & Myers Fans 


Boston Chicago Cincinnati St. Louis San Francisco 











